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g It takes time, preparation and infinite patience 
even for experienced mountain climbers to reach alpine heights. 
@ Similarly, it takes the skill, ingenuity and vast experience of D & O to reach - 
high peaks of flavor-quality as evidenced by more. than 
160 distinguished Cosmo Flavors. 


DODGE & OLCOTT, Inc. 


180 VARICK STREET, NEW YORK 14, N. Y. 


BOSTON - CHICAGO - PHILADELPHIA~ ST. LOUIS - LOS ANGELES 
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Nothing we can say about Exchange 
Citrus Pectin tells the story half so well 
as the testimony of its users —lead- 


ers in the candy industry of America. 
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CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department : Ontario, California 
189 W. Madison Street, Chicago 2 - 99 Hudson Street, New York 13 
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HERE’S only one way to de- 

scribe grape-flavored candies 
made with Fritzsche materials 
and that is . . . they're D-E-L-I- 
C-1-0-U-S! Furthermore, they 
lend an attractive. palate-tempting 
addition to the usual assortment 
of standard-flavored hard candies, 
creams and jellies. Possibly you've 
considered this in the past but 
have failed to find a grape flavor 
of acceptable quality. With hard- 
to-get materials again available, 
we believe we can supply one that 
will be a credit to your line . . 
one that will fully meet your speci 
fications of quality and cost. Why 
not write us, indicating the type 
of candy you are interested in and 
let us provide you a .free,. trial 
sample of our most suitable flavor 
with complete directions for its 
use? 


For Creams and Fondants: 
FRITZBRO FRUITBASE GRAPE IMITATION 
FRITZBRO FRUITBASE CONCORD GRAPE IMITATION 
FRITZBRO AROME GRAPE IMITATION 


For Hard Candies and Jellies: 


FRITZBRO HARD CANDY FLAVOR IMITATION GRAPE 
EKOMO GRAPE IMITATION No. 1 
EKOMO GRAPE IMITATION No. 2 
FRITZBRO SUPERAROME IMITATION GRAPE 
OIL SOLUBLE GRAPE IMITATION No. 12005 
+ +++ + and OTHERS 
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These tangy, spicy confectionery flavors are in a class 

by themselves. They’re tastefully exciting . .. offer a 

dozen opportunities for experimentation in all kinds of 

hard candies, cream fillers, beverages and bakery 

products. Use them with confidence — they’re DREYER 

tested and approved! Samples and Prices on Request. 
SEND FOR CATALOG “A” 


TRY DREYER: CLOVE + CINNAMON + ANISE + CASSIA - BIRCH 
SASSAFRAS + WINTERGREEN + NUTMEG + GINGER 


gy. DREYER = 


a OMPOUNDS + FLAVORS e 
— 9 xgihron THOMPSON-HAYWARD CHEMICAL CO. BOSTON HAROLD H. BLOOMFIELD 


KANSAS CITY CHICAGO . . WM. H. SCHUTTE CO. 


CINCINNATI . WM. G. SCHMITHORST 
AND CITIES THROUGHOUT MIDDLEWEST — CUUEAN Rey 
MEXICO . . . . EMILIO PAGUAGA PITTSBURGH B. OSTROFF 


LOS ANGELES. . ALBERT ALBEK, Inc. 
119 WEST 19th STREET - NEW YORK 11,WN. Y. PRINCIPAL CITIES IN SOUTH AMERICA PHILADELPHIA . . . R. PELTZ CO. 
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You cant afford wo? to use it! 


The flavor you put in your product is the 
decisive ingredient. For flavor is what the 
consumer buys. He judges quality by taste. 


Exchange Oil of Orange gives you more 
real orange flavor, drop for drop or pound 
for pound, than any other orange oil. 
That’s why more leading American man- 
ufacturers use it. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


Compare Exchange Oil of Orange with 
any other offered. Give it all your tests 
for quality, uniformity and strength. Then 
you will buy Exchange Brand. 
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SAVE WITH “SAVAGE” 


Machinery and Equipment made by SAVAGE has set a 90-year record for low-cost operation and mainte- 


nance. Close cooperation with confectionery manufacturers enables SAVAGE to anticipate your own needs. 


TILTING MIXER. Adaptable for caramel, nougat and coco- OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 
nut batches. Double action agitator. Belt drive or motor More beating space for volume. Faster heat discharge. Quick 
drive. Sizes 25, 35 and 50 gallon. cooling. 150 and 200 pound sizes. Belt or motor drive. 
































se) 


SAVAGE Scientific Heating-Cooling Slab. Even heating or cooling at all times. No hot spots. Will cool 20% 
faster. Withstands 125 lb. working pressure. Legs adjustable. Completely fool-proof. Perfect for Bottomer 
Cooling Tables. 


SAVAGE has given almost a century of service to manufacturing confection- 
ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 


Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


2638 GLADYS AVE., CHICAGO, ILLINOIS 


for May, 1946 
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Opportunity 


for Industry 


The western territory served by Union Pacific is rich in count- 
less raw materials required by industry; has power and other 
necessary facilities; has a high type of native-born labor. 
Here lies the opportunity for industry to build and expand. 


Among the principal industrial tracts owned or served by Union 
Pacific are those located in, or near by, the following cities: 


Omaha, Neb. Ogden, Utah 
Council Bluffs, Iowa Portland, Oregon 
St. Joseph, Mo. Seattle, Wash. 
Kansas City, Mo.-Kans. Tacoma, Wash. 
(Fairfax District) Spokane, Wash. 
Denver, Colo. Los Angeles, Cal. 
Salt Lake City, Utah Long Beach, Cal. 


As the map shows, all these cities are located on the main 
lines of the Union Pacific Railroad. 


UNION 
PACIFIC 


The Progressive 


The circles on the map indicate 500-mile distribution areas. 
In normal times, Union Pacific operates a fast, merchandise 
freight (L.C.L.) service within these short-haul areas, with 
door-to-door pick up and delivery service. 


These industrial properties are improved and occupied by 
many diversified manufacturing and commercial enterprises. 


Necessary utilities are available and each tract is served by 
adequate industrial trackage. Whenever required, additional 
trackage can be provided. 


You are cordially invited to write W. H. HULSIZER, Gen- 
eral Manager of Properties, Union Pacific Railroad, Omaha 2, 
Nebraska, regarding industrial districts in territory served 
by Union Pacific. 


be Sp ecific - 
say "Union Pacific’ 





UNION PACIFIC RAILROAD 
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Strategic Middle Loulé 
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tt. Precise at Medioed. Cum - 
WILD CHERRY F OR 
MM.:R 


Wild cherries have a delicately bal- 
anced flavor—tart, yet not too mouth- 


puckering; sweet. yet not cloying. 


This luscious, taste-thrilling combina- 

tion is reproduced with masterful 
exactitude in WILD CHERRY FLAVOR - 
MMé&R. The perfection of MM&R’s 

Imitation Wild Cherry. plus its high b 
concentration and modest price make 

it a top-ranking favorite 

with important confection- 

ers from coast to coast. 


For free testing sample, 
write to MM&R today. 


StNCe Fees ONE OF THE WORLD S GHEATEST SUPPLIERS OF ESSEmTi as Gris 


cTrayye - 16 DESBROSSES STREET, NEW YORK CITY « 221 NORTH LASALLE STREET. CHICAGO 





Braun Corp. - Seattle, Portland, Spokane: Van Waters and Rogers, Inc. - San Francisco: Braun-Knecht-Heimann-Co. * Coane, ictardaen Agnectag, Wh ED, | 
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“FLOW-MASTER_ HOMOGENIZATION 


| pots \ eee 
THE st stabilized suspension 


in a liquid medium. 


@ suspends and stabi- 
lizes solids in a colloi- 
dal substance. 


@ reduces oils and fats 
to minute globules ina 
vehicle and disperses 
them so that they form 
emulsions. 





IN ONE 
OPERATION, 
AT LOW @ suspends minerals, 
=> PRESSURE ! pigments and the like 


in a vehicle. 
FLOW-MASTER HOMOGENIZER 


This is what FLOW-MASTER Homogenization does _plifies production because it does the work of several 
— by means of a series of consecutive actions, each special-purpose machines. It is so simple that anyone 
of which brings your product one step nearer to can operate it. It is so reliable that any product once 
perfection. The FLOW-MASTER, patented and __ perfected can be duplicated with precision time after 
revolutionary in design, enables you to homogenize time. It usually cuts manufacturing costs substantially. 


many products by batch or continuous method. It sim- Its first cost is surprisingly low. 


the --LOW-MASTER— Kom-Bi-NATOR 


A9G, UB PATENT OF fice 





The Kom-bi-nator performs the function of 6 conventional special-purpose machines. 
You can combine any or all of these processes into a single, continuous operation — 


Grinding, Mixing, Stabilizing, Blending, Bleaching, Emulsifying, Homogenizing. 
The Kom-bi-nator is self-contained, requires no accessory pump, has no pistons. It 
vill grind many solids in a liquid medium to as small as 1 micron. It will emulsify 
nany incompatible materials. It will mix and combine various materials into a 
homogeneous mass. It improves taste, texture and sales potential by providing uniform 
dispersal, and does it at low manufacturing cost. Write for Catalog No. 10. FLOW-MASTER KOM-BI-NATOR 


MARCO COMPANY iInc., 
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~ FLOW-MASTER_ PUMPS 


@ pump many difficult materials 
e@ transfer, meter or proportion 
© maintain volumetric efficiency 

@ positive displacement 


e@ automatically compensate for 
normal wear 


e@ maintain high vacuum 
e hydraulically balanced rotors 


e@ work on high or low pressure 


@ automatic sanitary shaft seals 


on Commander, Challenger and De Luxe Models — 


e@ minimum hazard of seizing or 
F galling 


e@ stainless, sanitary, easy to 
clean 


@ proved in years of service 


The new FLOW-MASTER Pumps were specially designed to meet the 
needs of confectionery processors for these 12 features. Standard models 
are available in capacity ranges to 4000 g.p.h. against head pressures up 
to 750 psi. Pumps to handle higher capacity ranges can be custom built. 


For details, engineering data and prices, send for a copy of the new 
FLOW-MASTER Pump Catalog No. 25. 


Catalogs describing the entire FLOW-MASTER Line — Homogenizers, Kom-bi- 
nators and Pumps — are yours for the asking. Write for them, and let us help you 
with your confectionery processing problems. Address Dept. F-4. 


FLOW-MASTER “DE LUXE” Phantom View 
500—4000 6.P.H. 


+! FLOW-MASTER VICTOR 


. for a built-in pump 
FLOW-MASTER COMMANDER FLOW-MASTER Pump ee 


5—300 G.P.H. 
Capacity 500—4000 G.P.H. with speed reducer REQUIRES NO LUBRICATION 


for May, 1946 
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: oo away that crystal ball! Make positive production plans with Veg-A- 
Loid now! Veg-A-Loid enables you to increase production despite shortages. For 
example, Veg-A-Loid will control sweating and tenderize corn starch gums with 
little or no sugar. You can reduce or even eliminate fats or oils from caramel 


formulas with Veg-A-Loid. 


Veg-A-Loid takes genuine interest in your future—candies made with Veg-A- 
Loid stay fresh longer and have greater eye-appeal—because candies made with 
Veg-A-Loid reach the consumer with highest possible moisture content. Their bet- 


ter taste is your guarantee of sustained demand long after shortages are over! 


Write us for Recipe M. It will show you how Veg-A-Loid will increase 


production and improve the quality of your: 
CAST JELLIES e SLAB JELLIES bd CARAMELS 
CHOCOLATE-DIPPED JELLIES e PAN WORK : 
HAND ROLLED CREAMS CAST CREAMS 


J, Hada gouneter % Co. 


MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 


245 Seventh clzenue, New York, N.Y. 
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S/, LABORATORIES, INC. 


CHICAGO 6 - NEW YORK 61 ~ LOS ANGELES 


DALLAS 1 + DETROIT 2 + MEMPHIS 1 + MINNEAPOLIS 2 
NEW ORLEANS 13 + ST. LOUIS 2 + SAN FRANCISCO 3 + SEATTLE 4 


Florasynth Labs. (Canodo) itd. — Montreal © Toronto * Vancouver © Winnipeg 
Florosynth Loboratories de Mexico §. A. — Mexico City’ 
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No. 3TH MIKRO-PULVERIZER 
powdered sugar installation 


in large candy plant 


ay - 


—_ 
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$20 a day in power 
$60 a week in labor 


Those were the savings one large confectionery 
manufacturer reported, after installing his first large 
MIKRO-PULVERIZER for grinding sugar. 


In sugar pulverization, the MIKRO produces a finer, 
fluffier sugar. Only the minimum of floor space is 
required. Power costs are cut as much as 75% 
making a finer sugar at same capacity. 


Substantial savings are also obtained by eliminating 
the fixed differential in the purchase of powdered 
over the price of granulated sugar. Because the cost 
of operating a MIKRO is so exceedingly low, it 
usually pays for itself out of savings in from 3 to 18 
months depending on the amount of sugar to be 
ground. 


You are invited to make use of our laboratory and 
test grinding facilities 
on your grinding opera- 
tion. A report and re- 
commendation thus ob- 
tained will help you 
determine the most effi- 

‘i cient way of handling 

No. 2TH MIKRO-PULVERIZER your work. 


PULVERIZING MACHINERY COMPANY 
61 CHATHAM ROAD + SUMMIT, N. J. 
NOW...2 TYPES TO MEET MOST PULVERIZING NEEDS 


MIKRO = areseFeR 
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OIL OF 


LEMON 


U. S. P. 


if its LEMON flavored - 
it’s 4 TO 1 TH £ Lemon Oil delivers flavor. ..clarity and 


uniformity not found in any other 


OIL Is EXCHANGE! Lemon Oil. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
This overwhelming endorsement by the 76 Ninth Avenue, New York II, N. Y. 


More than 80% of all the lemon oil used in 


the United States is Exchange Lemon Oil. 


‘ Distributors for: 
trade is your assurance that Exchange . CALIFORNIA FRUIT GROWERS EXCRANEE 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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HY FAT 


(Hydensity Sweetened Cream) 


Caramels, Fudges, Toffees, Suckers, 


Cream Centers, Uncooked Fudge, Developed to replace Cream 
and Sugar in your candies, 


Butter Creams, Cream Nougats, ‘ _ 
with utmost satisfaction 


Butter Crisp, Butterscotch, 
Chocolate Nut Caramels, Cast 


— A-—- 


Gives You Production Insurance! 
Caramels, Kisses, Chews 


Handrolls 


“Basic HYFAT is 


_ ate 
oi sa Being Used and Approved 


by Outstanding Confectioners” 


Confectioners have found that the addition of BASIC HYFAT to their formu- 
las produces a tastier, fresher, more uniform candy with better keeping 
quality. Due to raw material shortages, it is not always possible to fill all 
orders received but each one will be filled as materials are available. 


It's Cream Insurance 


HYFAT is easy to handle in the batch, saves cooking 
time, imparts a rich cream-flavor to confections because 
it is hydensity, sweetene-cream. BASIC HYFAT is flavor 
and quality insurance for your business future. Our sup- 
plies of HYFAT are being allocated to candy manufac- 
turers as far as supplies allow. You can absolutely de- 
pend on HYFAT to improve your formulas. 


Easy to Use! 


Just dump it from the tub, strip off the protective paper, and 
cut off the desired amount. Instantly ready for use. HYFAT 
can be stored in your own warehouse a long time without de- 
teriorating, and without loss of flavor or quality. 


No Scoop! — No Muss! — No Waste! 


BASIC INDUSTRIES, 


919 N. MICHIGAN AVENUE * 
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Front cover photograph used in this issue and in- 
formation and photographs in this article are used 
through the permission and courtesy of Armstrong 


RETAILER 


Make Customers STOP! 


Cork Co., Linoleum Division, Lancaster, Pa. 


Amice has always had a “sweet 
tooth.” And today, despite 
sugar shortages and other restric- 
tions, the demand for candy is 
greater than ever before. Further- 
more, it is obvious to every fore- 
sighted retail confectioner that, as 
supplies become more plentiful, the 
candy business as a whole is due 
for still bigger expansion. It is 
equally plain that any individual 
op, that is a manufacturing re- 
shop, is due to meet increas- 

stiff competition. 
a business where such a 
percentage of sales depends 
on impulse buy- 
ing, where eye- 
appeal is so im- 
portant in draw- 
ing trade, there 
is one good way 


to prepare to- 


meet this compe- 

tition: that is to 

start planning 
now, the type of store that will be 
attractive to customers, one that is 
distinctive, outstanding in your com- 
munity. 

Most merchants are agreed that 
the best location for a candy store 
is on a busy street. Since candy is 
often bought on impulse, the candy 
store should be readily accessible to 
the largest possible number of pas- 
sers-by. But a good location isn’t the 
only consideration. The store front 
should be distinctive . . . designed 
to attract customers and invite them 
inside. 

The shop exterior shown in the 
Floor Plan accompanying this ar- 
ticle illustrates the point. The semi- 
circular front stands out prominent- 
ly and will not be overshadowed in 


The layout at the right shows the floor plan 
discu: 


of the model store which is ssed in this 
article and is illustrated on the cover of this 
magazine. It shows how the curved front 
ys windows blend in with the general neat 


ve app of the whole store. 
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a row of conventional stores. The 
sweeping curve of the show window 
gives the shop a distinctive indi- 
viduality, provides greater display 
area than a straight front, and tends 
to draw shoppers to the doorway. 
From the street, the alternate open 


LOOK! and 


and closed window panels provide a 
tempting glimpse of the “candyland” 
within. Inside, the panels help estab- 
lish the smart striped effect that dis- 
tinguishes the shop’s interior. 

The doorway, too, plays i's part 
in inviting sales. The bright red 
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ribbon design, painted on the door, 
is picked up from the floor inside 
the store. This design provides the 
decorative motif for the entire in- 
terior. It serves a functional pur- 
pose, too. Used on the door and 
set into the linoleum floor the color- 
ful ribbon motif helps direct cus- 
tomers to the sales area within. 


Not all merchants follow the same 
procedure in handling money. In 
some stores the customer pays the 
individual salesgirl who waited on 
her, while in others, there is a 
cashier who takes in all receipts. As 
a general rule, however, most mer- 
chants will agree that there are sev- 
eral distinct advantages in having a 
separate cashier. Such an arrange- 
ment saves the time of salesgirls; 
concentrates payment in one place. 
Also, it means that money is not 


handled by those who handle candy. 


Merchants who already have a 
cashier or are considering the addi- 
tion of one may 
be interested in 
the curved cash- 
ier’s desk shown 
in this model 
shop. 

Located in the 
window bay to 
the right of the 
store’s entrance, 

this cashier’s desk is flanked by two 
curved glass cases containing gift 
packages, pre-boxed assortments, tid- 
bits for nibblers, and similar impulse 
merchandise. The cashier can easily 
double as sales girl for these items 
at the same time she receives pay- 
ment for other purchases made in 
the store. 


The ribbon motif, established by 
the floor design, is picked up in the 


ed out in a very at- 
tractive manner to fit 
a square space avail- 
able in the event 
that no other kind 
of space can be used. 
Notice how the 
curved front show 
windows blend in 
harmoniously with 
the whole layout, 
giving the some strik- 
ing effect. The store 
is designed to steer 
traffic around in such 
a manner that full 
display can be made 
of products on sale. 
The soda service sec- 
tion is invitingly 
placed. 


decorative candy-striped bases sup- 
porting the desk. 


The cashier’s desk is also backed 
up by the reverse side of the novel 
show windows, with the alternate 
open and closed panels. These color- 
ful window panels in bright red-and- 
white establish the decorative stripe 
effect that is carried out on the other 
three walls of the shop interior. 


In buying candy, women custom- 
ers in particular often prefer to se- 
lect their own assortment. To help 
them make a prompt choice, bulk 
candies are massed on crisp white 
plastic trays under a curved glass 
counter top. Trays are arranged on 
two shelves with the upper shelf set 
back so that all stock is easily visible. 
To speed selection, each tray carries 


Ancther design of the same store showing 
the utilization of an “el” shaped space. 
The general store layout is the same as 
far as the customer is concerned but you, 
as the store manager, can make good 
ase of the “el” as office and storage space, 
yet the whole makes a carefully inte- 
grated unit that makes easy working and 
best sales appoal. 


a ribbon-design tag, showing type 

of candy and price. Display shelves 
are open at the 
back to give the 
salesgirl easy ac- 
cess to the trays. 
The shallow 
glass-front sec- 
tions in the 
lower part of 
the counter pro- 
vide for display 

of giit packages and specialties. 


In order that customers will see 
freshly stocked shelves at all times, 
the base of the counter conceals a 
series of wire racks which hold ad- 
ditional filled trays. With these trays 
arranged in the same order as those 
on the shelves above, it is a simple 
matter for the salesperson to replace 
quickly an empty tray with a filled 
one holding the same type of candy. 
Stock in this lower section is pro- 
tected and kept clean by panels 
which slide aside for easy access. 


The wall area behind the counter 
carries out the gay red-and-white 
striped effect established by the 
show window, creates a “candyland” 
atmosphere, and provides handy 
service features. The brilliantly 
lighted open sections, fitted with a 
series of shelves to near-ceiling 
height, provide an opportunity for 
striking—and easily changed—dis- 
plays of fancy packagings for holi- 
day and other special promotions. 
The red wall panels between these 
open sections slide to leit or right 
to reveal ample s'orage space for pre- 
packaged assortments, empty boxes, 
and extra wrapping materials. 


In addition to their display value, 
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the open sections of the wall pro- 
vide space for as many weighing 
and wrapping stations as are needed 
throughout the store. The bottom 
shelf of any section can serve as a 
convenient stand for scales. It is 
well lighted, covered with linoleum 
for smart, clean appearance, and lo- 
cated at the right height for the sales- 
girl to work and the customer to 
see. A pull-out slide under this shelf 
serves as a convenient work surface, 
and open compartments below hold 
boxes, paper, string, and other wrap- 
ping materials. 

If your store has a soda fountain 
service, here is an idea that is as 
practical as it is unusual. Refresh- 
ment seekers are seated at comfort- 
able built-in seats arranged either in 
booths or along the wall. Access is 
easy because there are no tables to 
squeeze past. Instead, customers 
walk to their seats between two deco- 
rative posts bolted to the floor. Their 
order is then brought on a fresh, 
clean plastic tray which fits snugly 
over the top of the posts and serves 
as a table top. When the customer 
finishes, tray and all are carried out, 
and a fresh tray is again provided 
for the next customer. The same red- 
and-white color scheme used in the 
candy section is continued into this 
refreshment area and the feature rib- 
bon design is repeated in the posts 
that support the tray tables. 

Since candy is often bought as a 
gift for a special occasion such as 

Christmas, 
birthdays, V al- 
entine’s Day, 
and Easter — 
most stores find 
it convenient to 
include a writing 
desk at which 
customers can 
fill out gift or- 
ders and address cards. The attrac- 
tive stand-up style desk can be fitted 
into an open wall section with shelves 
directly above for special gift dis- 
plays as last-minute reminders. The 
desk should contain pen, inkstand, 
racks for gift cards, mailing labels, 
and blotters. 

Almost all stores make use of spot 
displays to promote boxed candy 
and other gift items. A ribbon, can- 
dy device similar in color and de- 
sign to the cashier’s desk and re- 
freshment stand supports is ideally 
suited for displays of this type. Made 
of plastic and designed to tie in with 
the ribbon motif used throughout 
the interior, devices like this can be 
spotted at several points in the store. 
Eye-catching, dramatic, distinctive. 
they provide the means whereby a 
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store can give unity and character 
to its spot displays of boxed candy. 

The lighting of this model candy 
shep has been planned as an integ- 
ral part of the decorative scheme. 
By means of concealed tubular fix- 
tures, the open sections of the walls 
are transformed into highspot dis- 
play areas contrasting brilliantly 
with the red panels between and 
showing off colorfully wrapped can- 
dies to advantage. To eliminate glare 
without loss of brilliance, the tubu- 
lar lights are installed behind frosted 
glass. Those at the side are inset to 
avoid interference with sliding pan- 
els. To supplement this lighting and 
give a bright, “candyland” air to the 
whole interior, there is also illumi- 
nation from indirect fixtures high on 
each red panel. Their light is re- 
flected without glare from a ceiling 
treated with an acoustic material that 
effectively quiets noise. Before plan- 
ning special lighting for your store, 
it is wise to consult your power com- 
pany or electrical contractor for in- 
formation on latest developments. 

Most retail confectioners agree on 
the special importance of air condi- 
tioning for their business, not only to 
make the store a pleasant place to 
shop and work but to keep stock in 
the best possible condition. In addi- 
tion to cooling and humidifying, air 
conditioning removes dust and dirt 
and is beneficial in preserving candy 
freshness. In this store, the air ducts 
are placed high on the wall. Small 
shops may prefer self-contained port- 
able units which do not require built- 
in air ducts. 

One key feature of the design of 
this shop is that it can be adapted to 
several styles of space. The basic 
design can be adapted to meet the 
requirements of your floor area, 
whatever its shape. To demonstrate, 
drawings showing two typical floor 
plans are shown with this article. 
Notice that in these alternate ar- 
rangements all the major features 
are retained with only minor revi- 
sions. The shop loses none of its 
airy, inviting atmosphere, none of its 
operating efficiency. 

No single feature does more to 
give the store individuality than the 
type of floor used. The decorative 
theme for this entire show is estab- 
lished by the floor covering, its 
smart, colorful appearance invites 
trade. Its smooth, durable surface 
helps assure cleanliness, simplifies 
maintenance. It offers unlimited pos- 
sibilities for designs to advertise the 
store name, to direct traffic, and for 
the apparent changing of store di- 
mensions. 

The first essential in modernizing 


your present store. or setting up a 
new one is to have a plan to follow— 
a flexible, forward-looking plan that 
will enable you to carry out your 
ideas siep by step until your store 
is a model for smart, customer-at- 
tracting appearance and for efficient, 
profitable operation. And the time to 
start your planning is now, so that 
when materials once again become 
plentiful, you will be in a position 
to put your ideas to work. 
+ 


NCA Convention 
Exhibitors 


Exhibitors as of April 18 at the 
20th Annual Confectionery Indus- 
tries Exposition of the National Con- 
fectioners’ Ass’n in conjunction with 
its 62nd Annual Convention June 24- 
27 at Chicago’s Stevens Hotel are 
reported as follows by T. L. Clapp, 
of Clapp & Poliak, Inc., managers: 


MANUFACTURING CONFECTIONER PUBLISHING CO. 
Ross & Rowe, Inc. 
Penick & Ford, Ltd. 
A. Klein & Co., Inc. 
Burrell Belting Co. 
ohn Werner Sons, Inc. 
Vhite Stokes Co., Inc. 
Beehler Arts 
Chocolate Spraying Co. 
Confectioners Fearual. 
Wolf Greenspan & Son 
Foote & Jenks, Inc. 
Frank Nanna 
The Confectioner 
Leipzig & Lippe, Inc. 
National Equipment Co. 
Paul X. Bergin Co. 
Herman Rynveldt’s Son Corp 
American Sugar Refining Co. 
Kenmer Products 
Merck & Co., Inc. 
Greca Co. 
Paul L. 
National Sugar Refining Co. 
Pak-o-gud Products Co. 
Marco Co. 
Hubinger Co. 
Merchants Box Co. 
Cc. M. Pitt & Sons Co. 
Voss Belting & Specialty Co. 
Crystal Tube Co. 
Savage Bros. Co. 
Senneff-Herr Co., Inc. 
Sylvania Industrial Corp. 
Central Soya Co., Inc. 
Reynolds Metals Co. 
A. E. Staley Mfg. Co. 
Louis M. Barish & Co. 
Corn Products Sales Co. 
Brazil Nut Advertising Fund. 
J. W. Greer Co. 
Package Machinery Co. 
Currie Manufacturing Co. 
J. Schleicher Paper Box Co. 
General Foods Saies Co., Inc., 
Baker Division 
Milprint, Inc. 
. du Pont de Nemours & Co., Inc. 
“Cellophane” Division 
H. Kohnstamm & Co., Inc. 
Anheuser-Busch, Inc. 
Miller Wrapping & Sealing Machine Co. 
Nulomoline Co. 
Vacuum Candy Machinery Co. 
Warfield Chocolate Co. 
American Machine & Foundry Co. 
Food Materials Corp. 
National Starch Products Co. 
International Confectioner, Inc. 
Union Sales Corp. 
T. H. Angermeier & Co. 
Lynch Package Manufacturire Corp. 
Union Standard Equipment Co. 
Atlantic Gelatin Co., Inc. 
California Fruit Growers Exch. 
W. A. Cleary Corp. 
Clinton Industries, Inc. 
Walter Baker & Co., Inc. 
Candy Irdustry 
Central States Paper & Bag Co. 
Tames B. Long & (» 
Whitson Products Division of The Borden 
Company 
American Maize Products Co. 
Traver Corp. 
Blanke-Baer Extract & Preserving Co. 


Karstrom Co. 


Franklin 
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In the manufacture of sweet goods, butter acts 
primarily as an essential oil—a flavoring oil. 
You use butter in your products for just one 
reason, to add flavor—rich, delicious flavor. 
For all other purposes hydrogenated oils will 


give you more satisfactory results. 


DACO “93”, from creamery butter, is flavor 

made from the best unsalted butter obtainable. 
The butter is concentrated by bacteriological 
and chemical processes into a highly efficient, 


economical, creamy flavor. 


Unlike the butter from which it is made, 


DACO “93” will never spoil or turn rancid. 
BIL OnCO FLAVORS eee: ; ‘ ‘ . 
| s It requires no refrigeration to keep it sweet 
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and sound. For all manufacturing purposes, 





DACO “93” is butter in its best and most 











economical form. 
Remember — butter, whether it is in the 


pound package or in DACO “923”, is pri- 
marily flavor—indispensable flavor! 


AVIS oS COMPANY 


CLEVELAND 15, O@HI®@ 
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A.R.C. to Meet in Chicago 


W ITH registration beginning at 5:30 p.m. and the 

“House of Friendship” at 7:30 p.m. June 4, the 
Associated Retail Confectioners of the U.S. will hold its 
26th annual convention in Chicago’s Drake Hotel June 
5-7, W. D. Blatner, secretary, announces. Warfield Cho- 
colate Division, The Warfield Co., will be host at the 
“Flowing Bowl.” 


Mr. Elmer Wieda. president 

of the Associated Retailers 

Association. He is president 

of Weida’s Inc., Patterson, 
New Jersey. 


Highlights of the convention program for the first 
day include an address by Elmer G. Wieda, A.R.C. presi- 
dent, of Wieda’s, Inc., Paterson, N.J.; a confectionery 
manufacturing forum led by Ira W. Minter, Shellen- 
berger’s Candies, Philadelphia; a model-illustrated talk 
by John A. Patton, John A. Patton Co., Management 
Engineers, Chicago, on “Candy Factory Planning for 
the Manufacturing Retail Confectioner”; a sound and 


color movie on Baur’s Confectionery factory, Denver, 
Colo., with comment by J. H. Jacobs, Baur’s president; 
and a question-and-answer feature on candy production 
led by H. H. Simpson, Illinois Fannie May Candy Co., 
with Mrs. Helen Britt, Lamont, Corliss & Co.; G. J. 
Armstrong, Franklin Baker Division, General Foods; 
and J. A. King, The Nulomoline Co., all of New York, 
participating. 


An open forum on bakery problems heads the pro- 
gram for June 6. Speeches include: “How Much Sugar,” 
by H. C. Bonner, vice-president, Lamborn & Co., Inc., 
and “Wage Incentives to Stimulate Candy Production,” 
by H. R. Stark, John A. Patton Co.; H. F. Hern, Betty 
Dixon Candies Shop and E. B. Merkle, The McNally- 
Doyle Co., will preside on open forum discussions. Walter 
Baker & Co., will be host at a 7 o'clock cocktail party. 
The A.R.C. dinner dance begins at 8 o’clock. 


Howard Vair, Vair-E-Best Candies will preside on 
the open forum June 7, which will discuss merchandis- 
ing, personnel, advertising, veterans, government, and 
reconversion problems pertaining to confectionery re- 


tailing. Election and installation of new officers com- 
pletes the program. 


Exhibits in the Walton Room will be shown in the 


mornings. All business sessions will be in the after- 
noons. Luncheons will be held June 5-7. 
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February Sales Decline 


(Setenticeny and competitive chocolate products sales 
dropped 5 per cent in February from the same 
month’s volume in 1946, J. C. Capt, director of the 
census, reports. A 9 per cent drop was noted from 
January, 1946, sales. Sales ior the first two months 
of 1946 stood 2 per cent below sales for the correspond- 
ing 1945 period. 


Pound quantity-of confectionery and competitive choc- 
olate products sold by 171 manufacturers in February of 
this year was 8 per cent under the amount sold in Feb- 
ruary, 1945. Sales value oi these products, however, re- 
mained at about the same level. Average price per 
pound in February, 1946, was 24.7 cents, as compared 
with 22.8 cents in February, 1945, and 25.3 cents in 
January, 1946. Average value per pound for the first 
two months of 1946 was 24.6 cents. Similar months 
last year showed average per pound value of 23.1 cents. 


Manufacturer-retailers showed a 10 per cent sales de- 
crease in February as compared with the same month 
last year. Sales of manufacturers of chocolate products 
competitive with confectionery increased 23 per cent. 
“Other manufacturers” dropped 9 per cent. 


Comparison of February sales with January sales in- 
dicated sales of manuiacturer-retailers rose 41 per cent. 
Sales of manufacturers of chocolate products competitive 
with confectionery dropped 5 per cent, and of “other 
manufacturers” 12 per cent. 


Dollar sales volume of manufacturer-retailers dropped 
18 per cent in the first two months of this year as 
compared with the like period in 1945. Products com- 
petitive with confectionery showed a 21] per cent in- 
crease. Sales of “other manufacturers” dropped 5 per 
cent. 


Decreases of 2 to 23 per cent occurred in sales in 
various states for February as compared with the same 
month in 1945. Pennsylvania’s 23 per cent drop was 
the largest. New York sales were’ off 21 per cent, Cali- 
fornia 11 per cent, Massachusetts 6 per cent, and IHinois 
2 per cent. Both the Michigan-Wisconsin and the Wash- 
ington-Oregon areas reported 3 per cent drops. 


Although sales in Pennsylvania remained at the same 
level in February as January, in 1946, other states re- 
ported lower volume. New York showed a 26 per cent 
drop, Illinois 20 per cent, Massachusetts 11 per cent, 
California 8 per cent. 


In other regions, fluctuations ranged from an increase 
of 16 per cent in the New Jersey-Maryland-District of 
Columbia area to a decrease of 18 per cent in the 
Georgia-Florida area. Michigan-Wisconsin remained vir- 
tually unchanged. Sales increased 2 per cent in the 
Washington-Oregon area. 


In the year-to-date comparisons (two months), Illinois 
reported a 6 per cent gain over the 1945 period. Penn- 
sylvania reported a 23 per cent decrease. 


Data was based on a sample survey by the Bureau of 
the Census in cooperation with the National Confec- 
ltioners’ Association. No adjustments are made for sea- 
sonal or price fluctuations. 
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The photograph at the left 
shows a BURRELL installation, 
showing a glazed cooling tunnel 
belt (dark); and a 90 degree 
endless turntable belt (light). 


Below: A BURRELL belt is 
available for every purpose. Each 
one is designed for specific jobs. 
A partial list of BURRELL belts 


is given below. 


Among Candy Manufacturers 
Who Want Only The Best in Belts . . 


BURRELL 


Stands For Quality! 


BURRELL has been producing high quality confectionery belts at lower cost for 32 
years. The use of BURRELL belts will minimize the danger of shut-downs in your 
plant resulting from belting failures. Many 100% BURRELL installations in the 
industry’s largest plants prove the superiority of BURRELL products. These belts 
are treated to resist deterioration from heat, cold, moisture, grease, oils, stretch, 
shrinking, excessive wear, etc. BURRELL belts are the results of years of experience 
and scientific engineering and we are constantly improving our products. Write, 
call, or wire for recommendations. 


It Is Profitable to... 


Let BURRELL belting experience and the . . . 11 BURRELL stars help you! 
* THIN-TEX CRACKLESS Glazed Belting * Innerwoven Conveyor Belting 
* Caramel Cutter Belts * Batch Roller Belts (patented) 
* Feed Table Belts (endless) * Cold Table Belts (endless) 
* Caramel Cutter Boards * White Glazed Enrober Belting (Double 
* CRACK-LESS Glazed Enrober Belting texture; Single texture; Aero-weight). 
* Packaging Table Belts (Treated and * V-Belts (endless) 
Untreated) 


“Buy Performance” 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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Will Overproduction Result 


From Plant Expansion? 


By DAVID KOPPER 


Mr. David Kopper, right, is the author of this article in which he 
stresses the fact that the great swing to plant expansion will prob- 
ably cause an over-production of candy in the future which may 
lead to some disconcerting conditions of distribution and sales. 
This is the second of Mr, Kopper’s interesting discussions in 


The MANUFACTURING CONFECTIONER. 


"There has been a wide response to my previous 
article (Cf. Post-War Problems, The Manufacturing 
Confectioner, pp. 20-1, August, 1944—Ed.) in the form 
of many letters and numerous visits from retail 
and wholesale manufacturers. From these sources, as 
well as from the various meetings of the confectionery 
industry, I attended during the past year, I have gath- 
ered certain impressions, which—to say the least—l 
find very disconcerting. 

Almost without exception, every manufacturer plans 
large scale expansion, and many are already carrying 
out these plans. Most plans call. for expansion on such 
a gigantic scale that I find in them cause for great 
concern. 

To cite just a few examples: manufacturers are mov- 
ing into larger plants and buying more machinery. 
Many are planning either to open new retail stores 
or to enlarge the ones they have already established. 
New York firms are opening stores in other cities, 
while out of town firms are pouring into New York 
for the same purpose. Factories specializing in the 
manufacture of cough drops are enlarging facilities to 
make a general line of hard candies, while hard candy 
manufacturers are planning to include cough drops 
among their products. Coating manufacturers plan to 
come out with candy and chocolate specialties. Makers 
of 5-cent items plan to manufacture boxed merchandise 
in addition to their regular products. 

This is indeed a frightening picture, when you look 
at it, considering pre-war conditions, and knowing how 
over-production at that time caused an overall deterio- 
ration in the candy field. 

It is easy to see that all this planning for expansion 
is going to cause a recurrence of that overproduction 
on an even greater scale, with its accompaniment of 
cut-throat competition. 


Evil Consequences Forseen 


It can have only the worst consequences, such as 
the forcing down of prices, the scrambling for mar- 
kets, the resulting cutting down of profits to and then 
below a minimum and—most important, perhaps—the 
lowering of quality. 

Many will say, however, that expansion is justified 
as demand for candy increased considerably during the 
war years. That-is entirely true. but we must not for- 
get that a luxury item—such as candy undoubtedly is— 
needs great public purchasing power and above-desir- 
able merchandise, meaning good quality. 

Candy is often advertised for its food value. But 
it is not bought by the consumer primarily for that 
reason. I think it is just as erroneous to try to sell 
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candy through its vitamin content. Vitamins are much 
simpler to take in the form of a little pill than in a 
big bar of candy, if that candy bar does not completely 
please the taste, regardless of what vitamin it contains. 

During the war competition virtually ceased be- 
cause of candy shortages and increased demand. Manu- 
facturers endeavored to utilize their limited raw material 
supply to their best advantage by bringing out mer- 
chandise of better quality at higher prices with very 
good results. 

Let us not forget that for a mother or wife whose 
husband fought on the front lines nothing was too 
expensive when it came to sending it to that son or 
husband. For the soldier returning home for a visit or. 
for discharge no present was too expensive, when it 
came to buying it for his mother, wife, child, or sweet- 
heart. 

Let us not forget, however, that war work, overtime, 
higher wages, general prosperity, gave to many persons, 
for almost the first time, the small luxury of becoming 
candy consumers. 


Who Will Consume All the Candy 


We cannot tell what kind of conditions the future 
will bring. Even if we expect them to be good in all 
respects, the question arises: “Who will consume the 
tremendous quantities of candy which the industry is 
feverishingly preparing to manufacture?” 

We cannot hope for candy export on any great scale. 
Most nations, as a result of the war have no funds, and 
—above all—-have no money for items such as candy 
at the present time, nor will they have for many years. 

After that period they will have started their own 
industries rolling. Then the candy made in the United 
States, under our higher wages and standards, will surely 
be too expensive to compete with those made abroad. 

I ask, therefore: Is all this large scale planning wise? 

Is it not a mistake that the candy industry does not 
have some kind of a central coordinating agency 
through which a catastrophe could be averted? 

All that is needed for such a catastrophe as soon 
as overproduction starts, is a single firm to start the 
ball rolling by underselling—and the entire industry will 
follow in a wild downward spiral. 

Is it wise then to expand, knowing the serious dangers 
of overproduction? That is the question to which an 
answer must be found before the supply outgrows the 
demand. 

In my opinion the answer lies in quality competition 
rather than in price competition. Quality—and quality 
alone—will guarantee a satisfied public and an ever-in- 
creasing demand for our products. 
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ABOVE—Joseph Godsell, Queen Anne Candy Co. ‘superintendent, re- 

ceives safety award from E. D. Anderson, p of 

Ind., Chamber of Commerce, as G. E. Peterson, Queen Anne office 

manager (left); Miss Lillian Stamp, president of Cal t Industrial 

Safety Council; and Bertram Smith, mayor of Hammond, watch. Firm 
had only one lost-time accident in 666,868 man hours. 
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ABOVE—C. R. Adelson, Mrs. C. R. Adelson, Miss Ethel Adelson, and 
R. H. Adelson at recent surprise party given by employees com- 
memorating Delson Candy Co., New York, 15th anniversary. 


LEFT—G. C. Callerman, Chicago broker, receives surprise greeting 
from employees at railroad station on return from Florida. Signs indi- 
cate excellent employee-employer relationship. 


ABOVE—New display room of Nutrine Candy Co., Chicago. 


LEFT—At party in honor of G. C. Callerman; O. W. Johnson (center 
foreground), A. E. Ostling (right front), Miss Rosemary Biritz, Norman 
Vance, Jr., Miss Sheila Rodey, William Wadenpohl, F. J. McCauley 
(standing), Mrs. A. W. Koss, S. A. Smith, Mrs. G. C. Callerman, G. C. 
Callerman, Miss Margaret Wallace, A. E. Dike, Miss Beryl Sliter, 
Mrs. H. T. Beckman, J. F. Jacques, J. G. Graef, V. K. Sjodin. 


ABOVE—L. E. Nelson (left), vice-president, The Sweets Co. of America, 

Inc., receiving Brand Names Research Foundation certificate of public 

service for brand name “Tootsie Roll," from A. O. Buckingham, vice- 

president, Cluett-Peabody & Co., Imc., and chairman-elect of the 
Foundation. 





LEFT—Buckeye Candy Club entertains w ded t at Audi- 
torium Hotel, Cleveland. Each veteran received gift box of candy bars. 
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Have You Tried Honey 
TO BRAT THE SUGAR SHORTAGE? 


Pp entered the room: where Ed 
and Tom were waiting. He was 
humming that old tune, “Honey, 
Honey, Bless Your Heart.” 

“You know I’ve been doing a bit 
of thinking,” Pete said. “Had a let- 
ter from an old side-kick who was 
caught short on some of the hard-to- 
get ingredients. He writes that honey 
saved the day for him; it seems that 
he has always favored honey in some 
of his products. Before the war, he 
got located in the midst of a section 
where honey was produced. Natural- 
ly, he wished to use as many local 
products as possible and he has al- 
ready achieved quite a reputation 
for his Honeyed Sweets, as he has 
called his products.” 


“I always wondered why honey 
wasn’t used more by the retailer,” 
put in Ed. “Have toyed with the idea 
of trying it more but somehow or 
other have postponed doing it.” 

“I don’t know too much about 
honey,” Tom said. “But I have 
understood that it acts in a manner 
similar to invert sugar. Can't use 
too much. Of course, the flavor 
would add distinction to certain 
pieces.” 


“Joe tells me that he uses honey 
in recipes calling for invert sugar 
as honey is really a natural inverted 
sugar. Of course, it is not standar- 
dized as invert sugar and so one has 
to be careful. Honey varies. Joe 
buys it from a good source and 
checks the appearance and flavor. He 
says it must be stored carefully in a 
dry place but 70 degrees is satisfac- 
tory. If kept in a damp place, fer- 
mentation may occur. Sometimes, it 
will crystallize (turn to sugar), but 
all one has to do, is to warm it care- 
fully in a hot water bath to re-liquify 
it. Joe wrote quite a letter and in- 
oo some recipes. I'll read them 
off. 


Joe’s Honey Divinity 
8 lbs. granulated sugar 
3 lbs. honey 
3 pints water 
24 egg whites 
1 lb. chopped nuts 
littie vanilla 
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Cook the sugar, honey, and 
water to 248 degrees F. Beat 
up the whites of two dozen eggs 
until stiff. Cool the cooked 
syrup dewn to the lukewarm 
stage and pour the syrup slowly 
over the beaten egg whites in a 
thin stream while continuing 
the beating. When the candy 
thickens, add the nuts and va- 
nilla. Then, as soon as these 
have been mixed in thoroughly, 
pour the batch into a_ well- 
greased pan. When cool, cut 
into squares. 


“Joe makes a variation, which he 
calls a Maple Divinity. Vl read it,” 
continued Pete, “but this one has no 
honey in it.” 


6%4 lbs. brown sugar 
3 pints water 
16 egg whites 
little salt 
4 lb. chopped nuts 
little maple flavor 


The sugar and water are 
cooked to 255 degrees F., with 
stirring to dissolve the sugar. 
The syrup is cooled and poured 


over the beaten egg whites 

which have been beaten with a 

little salt. The beating is con- 

tinued until the mixture be- 
comes thick and loses its gloss. 

Then the chopped nuts and 

flavor are added and the batch 

“spooned” onto sheets of waxed 

paper. 

“I suppose Joe is afraid to use 
honey along with the brown sugar 
as he might get a ‘soupy’ piece. You 
know brown sugar isn’t as ‘strong’ 
as the granulated,” Tom contributed. 

“Maybe you're right. But in a 
caramel, Joe uses both,” Pete said, 
and continued reading. 


Joe’s Honey Nut Caramel 
8 Ibs. honey 
6 Ibs. granulated sugar 

1 Ib. brown sugar 

little salt 

41% lbs. evaporated milk 
2 Ibs. fat (butter, if possible) 
1 Ib. chopped nuts 
Combine the honey, granu- 


lated and brown sugars and salt 
and cook to the soft ball stage, 
about 238 degrees F. Add the 
milk and fat slowly to avoid 
stoppage of the boiling. Cook 
to 254 degrees F. and take off 
the fire. Stir in the nuts quickly 
and pour into a well-greased 
pan. When cooled, cut into 
squares and wrap the pieces in 
waxed paper or cellophane. 


“How about the cooking of honey? 
Seems as if I recall that it is easily 
burned or scorched,” Ed asked. 

“Yes, honey scorches very easily. 
Joe says he had a lot of trouble in 
making a chewy honey piece,” Pete 
answered. “Says it took him so long 
to make the piece that even though 
people like it and buy it he thinks he 
loses money every time he makes it. 
But it seems he prides himself on 
producing what his customers want.” 


Joe’s Honey Chewy Bits 


6 lbs. honey 

2 lbs. fat (butter, if possible) 
1 lb. chopped walnuts 

1 lb. chopped dates 


Cook the butter and honey 
over a very low fire until 266 
degrees F. is reached. This takes 
a long time. Constant stirring 
prevents scorching. Then re- 
move from the fire and add the 
chopped nuts and dates, stirring 
them thoroughly into the batch. 
Pour the batch into a_ well- 
greased pan and when cool, cut 
into squares. Dust with a mix- 
ture of flour and confectioners’ 
sugar. Wrap in waxed paper. 


“Well, Pete, when you answer Joe’s 
letter, say that some of your friends 
will try his honey recipes. And ask 
him what he may wish in the for- 
mula line that we could send him,” 
Ed remarked, “I learned something 
worth trying.” 


“What say we talk about a piece 
which has almost disappeared from 
the market during the past few years, 
creamy mints, at our next meeting? I 
want to get set to make some just 
as soon as sugar loosens up,” Pete 
asked, as the meeting ended. 
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NCWA Merits Cooperation 


The first annual convention of the National Candy 
Wholesalers Ass’n., Inc., lucidly demonstrates the earnest 
aim of its jobber members is, in the final analysis, the 
same as that of manufacturing confectioners: more candy 
consumption and more candy consumers, through better 
candy, better merchandising, and better service. 

Emphasis placed on this goal by speakers and partici- 
pants in the various panel discussions affords candy 
manufacturers an excellent, nationwide opportunity to 
continue wholehearted support of the association’s far- 
thinking members and to give them ever-increasing co- 
operation and encouragement in establishing planned 
merchandising methods and procedures that obviously 
are destined for mutual benefit of both manufacturers 
and wholesalers alike. 

NCWA’s officers and members merit commendation of 
the entire confectionery industry. 


Trade or Profession? 


Is candy-making a trade or a profession? 

This was brought to mind when reading a very inter- 
esting article published in one of the big papers. It was 
methodically arranged for the returning veterans of the 
World War to aid and assist them in every way possible 
to get a start on the road to success again. 

The list was a practical one and covered over 150 
occupational pursuits for men in all walks of life: rich 
and poor; the professional man and laborer, banker; 
artists, sculptors, and craftsmen in all the arts and scien- 
ces for skilled mechanics. One was missing, however, and 
it is hard to understand why! Candy making was left 
out of the picture. 

It is great to know that the candy industry has been 
endowed with a wonderful supply of nature’s food in 
one form or another. 

For making delicious home made candy, choice bon 
bons, chocolates, and other luscious sweets; we must circle 
the globe, contact hemispheres, countries, nations, and 
peoples of the earth, to fulfill the wants and needs of the 
master candy chef. 

The complete romance of candy has never been told. 
The pen of our great authors and writers have unfortun- 
ately failed to visualize the wonderful history of the 
candy industry. 

The coconut and palm trees, the vineyards, the beds 
of roses, the orange groves, almond trees, and the mighty 
ocean, all contribute their fragrance, fruits, nuts, spices, 
oils, minerals, and every form of vitamins the body 
needs. 

Thousands of factories are busily engaged in produc- 
ing choice confections that bring a favorite treat into 
so many homes and a cheery welcome to millions of 
boys and girls who look forward each day for a bite or 
two of their tempting favorite sweets. 

The candy industry should stand out as a beaconlight 
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to scores of young men who are anxious to learn a good 
trade or profession. It offers opportunities for men who 
wish to work as professional candy-makers, or to the men 
willing and anxious to engage in a business of their own, 
either in the retail field, or to specialize in some individu- 
al branch of the industry. If you are ambitious and 
craving for success, the candy industry has many out- 
standing qualities for young men to pursue. 
Candy-making is an interesting trade or profession 
that keeps the spark of enthusiasm glowing at all times. 
—James E. Mayhew. 


Candy’s Place on the Menu 


Announcement by 23 airlines that candy will be in- 
cluded in meals served aboard their huge cross-country 
passenger transports is further indication of candy’s 
increasing recognition as a food. Of special added sig- 
nificance, is the fact that these 23 airlines particularly 
stress their estimated 5,000,000 meals to be served aloft 
are based on well-balanced menus, which are, in turn, the 
result of “nutritive research and planning.” That candy 
is included in these menus is a compliment both to 
manufacturing confectioners and candy technicians who 
continually are producing a more nutritive, energy- 
packed food item. 

Serving candy aloft recalls that THE MANUFACTURING 
CONFECTIONER years ago first sponsored serving of candy 
with meals aboard railroad diners and adapting candy 
to meals in the home. An exhaustive six-page article 
in the April, 1930, issue, for example, emphasized “why 
the housewife is a receptive audience for the educa- 


. tional efforts of confectioners,” and why “she will be 


quick to recognize in good, commercial candy a sure 
and easy way to get needed carbohydrates.” 

In view of the present critical food shortages, manu- 
facturing confectioners might well do the nation’s house- 
wives and the nation itself a good deed by stressing 
candy’s place on the menu even more. Recipe booklets 
and recipes printed in confectioners’ advertisements will 
do much toward showing women how candy may be 
included in delightful, tasty menus. Another way is to 
enlist the enthusiasm of nutrition institutes in which the 
public has confidence in broadcasting the versatility of 
candy as adapted to the menu. The highly commendable 
efforts of the Council of Candy of the National Confec- 
tioners’ Ass’n along these lines should be given whole- 
hearted cooperation. 

Increased use of candy in the nation’s menus offers, 
also, the possible answer to effective candy merchandis- 
ing when today’s halcyon buying ends and real salesman- 
ship must again be utilized to maintain production. 
Manufacturers should make it their mission to see that 
candy is not just a sudden inspiration of the housewife 
when she passes the candy department of her favorite 
retail store. She must be made candy-conscioiis. She must 
order candy just as she orders other staples. She will 
do this, however, only when she recognizes candy as a 
solution to one of her greatest problems—a varied menu 
—even as the airlines have. done. 
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STATISTICAL QUALITY CONTROL 


One Answer to Rising Cost 


By W. T. DEAN and J. M. KARR 


John A. Patton, Management Engineers 


T° save every possible ounce of scarce materials and 
to find some means of offsetting rising labor and 
material costs, are the chief aims of industry today. 
These aims, together with the desire to get finer pro- 
ducts to the public at the earliest possible moment, have 
prompted hundreds of companies in scores of industries 
to turn to statistical quality control as an effective answer 
to mounting problems. 

The confectionery industry is most certainly included 
in the groups of industries which have profited from this 
relatively new but broadly respected management tool, 
and with good reason, too; for materials are the most 
important single item of cost in confectionery manufac- 
turing. Furthermore, the confectionery industry has prob- 
ably suffered from material shortages to a greater ex- 
tent than other industries, since most substitute materials 
it employs cost many times as much as its basic material. 

Some -of the accomplishments of industry through the 
use of statistical quality control are almost startling. Re- 
duction of rejects from as high as 50 per cent of pro- 
duction to only 1 per cent or 2 per cent or even to zero 
have been. reported. Savings as high as $90,000 on a 
single machine’s production have been claimed. Rework 
costs have, allegedly been reduced by as much as 500 
per cent. - Production of particular products has been 
increased by as much as 100 per cent, it has been as- 
serted. But these are only a few of the possible benefits 
of quality control through statistical methods. A discus- 
sion of the points and methods of application of this new 
control will reveal others. 

Through statistical quality control manufacturing pro- 
cesses are kept within limits designed to assure a quality 
product. Such limits are then brought to the attention 
of supervisors and of top management graphically. 

The statistical tools used are sampling tables, control 
charts, analyses of variance, and frequency distribution 
determinations. These tools are applied at numerous 
points including several not previously considered im- 
portant under ordinary inspection procedures. 


Control Starts in Purchasing Department 


In the confectionery industry, as well as in others, 
the starting point for control is in the purchasing de- 
partment, where raw materials are ordered. Purchasing 
specifications should be placed on a basis designed to 
ensnare the quality of the product within desired limits. 
Through charting of results obtained in processing of 
raw materials at various stages, specification limits may 
be either raised or lowered to produce desired results. 
Similarly, raw materials received must be inspected to 
check their adherence to purchasing specifications. Con- 
trol techniques should then be applied to various stages 
of processing. For example, cooking and cooling time 
limits must be determined for centers, coatings, nuts, etc., 
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in order to provide the most effective processing at later 
stages. Correlation of the iniormation obtained through 
establishment of the various standards is of utmost im- 
portance in determining the most valuable controls and 
the most effective limits of those controls. 

Should a confectionery manufacturer desire to effec- 
tively establish the essential controls, it will be necessary 
for him to determine the quality level existing in his 
plant. This may be accomplished through a study of 
each product and each operation involved in its process- 
ing, and through a review of inspection data on hand 
and reporting procedures employed. 

After the existing quality level has been determined, 
the problem of raising that level involves changes in 
either the inspection techniques or reporting procedures 
or both. Such changes must, however, be made under 
the direction of a person or persons trained in the de- 
velopment of normal curves, control charts, and analyses 
of variances; for it is not the addition of more inspec- 
tion or the preparation of more reports which will bring 
results but rather the preparation of control charts and 
the analysis of data tabulated from them. 


Explain Plan to Supervisors 


When his trained statistician has established a few 
effective control charts and has analyzed the data ex- 
hibited by them, it will be well to explain and sell the 
plan to the various supervisors, showing them the bene- 
fits they can obtain through its operation. It should 
not be difficult to make supervisors see how thoroughly 
the controls will operate to determine the effectiveness 
of the work in their departments and the processing 
points to which they must give special attention. 

When the various supervisors have been sold on the 
plan, management will be able to proceed with its appli- 
cation all through the plant. The results desired from 
such application may be accomplished best by first chart- 
ing the process applied to each product and by showing 
the relationship of the various components to such pro- 
cesses. It will then be a fairly simple matter to set up 
proper variances in each step of each process and to 
correlate such variances with those for subsequent or 
prior steps in the process. Proper variances will be de- 
termined by construction and analysis of control charts 
at each important process step. 


Taking a specific example which relates back to our 
discussion of purchasing and raw material control, it 
will be assumed that the production in a given plant 
involves the coating of various centers with a single type 
of chocolate. It will be further assumed that the manu- 
facturer’s experience shows approximately 10 per cent 
rework scrap on the centers up to the point where the 
cuating operation begins and approximately 2 per cent 
inspection rejection of the finished product. The manu- 
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facturer will then have a picture of the production and 
quality level. The production level of 90 per cent means 
that from the beginning operation to the point of final 
assembly there is an opportunity to reduce the 10 per 
cent rework serap to an absolute minimum by statistical 
control methods. As was previously stated, this may be 
done by establishing control stations at each step of 
process and reporting from these stations information on 
amounts of rework scrap and reasons therefor: Chart- 
ing of this information is the basis on which control 
limits are set. 


Rework Scrap Tabulated, Charted 


After a period of reporting has been completed. the 
amounts of rework scrap will be tabulated and charted. 
For example, if a 30-day period was used as a basis, 
25 days reporting might show the range in amounts of 
scrap to lie between 0 per cent and 3 per cent of the 
total amount of material produced. The remainder of 
the period might show a range of 5 per cent to as high 
as 50 per cent. Plotting this information for a period 
will show normal distribution of rework scrap to be 
0 per cent to 3 per cent for 83 per cent of the days. 
The frequency distribution will then be 0 per cent for 
lower limit and 3 per cent for upper limit for the whole 
period, excluding the unusually high days. If, after the 
establishment of statistical control for these processes, 
the manufacturer finds the scrap exceeding the upper 
control limit, he may examine his raw material pur- 
chases. As a result of such examination he may find 
that on the days when the scrap exceeded the upper 
control limit the supply of egg white was replenished 
by an emergency purchase. 

Having already determined the control limits of the 
process, he may then utilize the product which exceeded 
the control limits by blending it with the regular pro- 
duct in a proportion which will still allow that product 
to be kept within control limits. If he had determined 
purchase specifications by means of control charts prior 
to the emergency purchase, the excess scrap would not 
have been produced. Thus determination of purchase spe- 
cifications through control charts was the key to the en- 
tire situation. 


Numerous Benefits Possible 


As was previously stated, there are numerous benefits 
to be obtained through a complete application of statis- 
tical quality control plans. The company’s advertising 
department may stress quality in all advertising; its 
sales department may expect a greater volume of busi- 
ness through increased customer satisfaction and more 
repeat orders; iis accounting department may obtain 
better information on rework and scrap costs; its pur- 
chasing department may be provided with more factual 
data to be used in procurement of raw materials; its 
engineering department will have a better basis for de- 
termining necessary tolerances; and its production de- 
partment will know where and when to apply greater 
effort to improve product quality. 

All these potential benefits should be extremely attrac- 

tive to management in the solution of its numerous cur- 
rent problems. 
@ End of the war left the navy at Velox, Wash., 
with 10 million candy bars and more than one mil- 
lion jars of nuts which now have been turned over 
to united nations relief and rehabilitation adminis- 
tration and the agriculture department. UNRRA 
took 6,700,000 of the candy bars and 3,300,000 were 
transferred to the agriculture department to sell 
trough ordinary surplus disposal channels. 


for May, 1946 


“Balanced Selling” Key to Better Jobbing 


Survey of wholesalers’ business methods in various 
industries invariably show the key to success is 
“balanced selling” with merchandising supplementing 
mere order-taking. 

This was emphasized at the fifth and sixth regional 
sales training conferences held under auspices of the 
National Confectioners’ Ass’n distribution committee in 
San Francisco and in Seattle last month. 

Over 175 confectionery manufacturers and wholesalers 
from the northern California market area heard James 
F. MulCahy, NCA’s merchandising director, present the 
sales success story with its interesting analysis in San 
Francisco’s Hotel Whitcomb. An additional 150 at- 
tended the presentation in Seattle’s Chamber of Com- 
merce Building. 


Salesmen’s Volume Much Higher 


In discussing the relationship between average volume 
per salesman and the number of merchandising activit- 
ies employed by salesmen. Mr. MulCahy showed con- 
fectionery jobbers, whose salesmen used four or five of 
10 suggested merchandising activities, averaged $1.570 
per retail account and an average volume per sales- 
man leveled off at $36,500. 

Referring again to this survey, Mr. MulCahy stated 
that other jobbers, not exclusive confectionery jobbers 
but those who get from 5 per cent to 40 per cent of their 
volume from candy products, reported the following re- 
sults: those jobber salesmen who performed six or seven 
of the ten merchandising activities enjoyed an average 
volume per retail account of $3,005 and under these con- 
ditions the average volume per salesman totaled $154,- 
500. The scale of business drops progressively to the 
point where none or only one of the merchandising ac- 
tivities were performed, with the result a $799 average 
volume per retail account and an average volume per 
salesman of $75,700. 

The implication is plain. The success of the jobber 
can be traced directly to the number of merchandising 
activities performed by the salesmen in their calls on 
the customers. 

Another aspect discussed by Mr. MulCahy re- 
garding the average change in number of customers, 
showed that jobber salesmen who performed five to 
seven of the merchandising activities lost 0.9 per cent and 
gained 10.3 per cent giving a net customer gain of 9.4 
per cent. Jobber salesmen who used only three or four 
of the merchandising activities lost 4.3 per cent of their 
customers and gained 6.5 per cent resulting in a net 
gain of 2.2 per cent. Those jobber salesmen who prac- 
ticed three or less of the 10 points lost 4.7 per cent of 
their customers while gaining 6.2 per cent giving them 
a low customer gain of 1.5 per cent. 


Fewer Accounts are Lost 


Mr. MulCahy stated, this meant one-fifth less accounts 
were lost by sincere salesmen operating under “balanced 
selling” as compared with those treating retailers with 
indifference. He further emphasized that indifferent sales- 
men too often relied on price-cutting, whereas figures 
based on the sample survey show that salesmen who 
practiced merchandising activities were invulnerable to 
price-cutting and even continued to add a much higher 
per cent of new accounts. 

Another point stressed by Mr. MulCahy was his proven 
contention, again based on the sample survey results, 
that not only did salesmen who performed merchandising 
activities increase their volume per retail account four 
times over, the wholesaler did twice the amount of 
business and maintained fair prices. 
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One of the subjects discussed with the wholesalers 
whose business activities served as the basis for the 
confectioners sample survey, according to Mr. MulCahy, 
was “To what extent did the firm attempt to supply mer- 
chandising ideas and guidance to its retail customers? 
Just what was done—by whom—how—and when?” 


Of the jobbers interviewed Mr. MulCahy stated, nine 
said frankly that they and their salesmen had done little 
along this line. Three confectionery jobbers who said 
they made an appreciable effort to supply merchandising 
guidance to their retail customers enjoyed an average 
volume per retail account of $1,152, an average volume 
per salesman of $66,300 and an average volume per 
person in the jobber organization of $30,900. Two job- 
bers who said they did not offer much guidance got along 
on an average volume per retail account of $422, an 
average volume of $37,000 per salesman, and an aver- 
age volume per person in the jobber organization of 
$15,200. 


Mr. MulCahy pointed out that cross-check tests bear 
out the results of earlier statements by jobbers regarding 
the use of store advertising material. 


For example, Mr. MulCahy showed by chart that con- 
fecionery jobbers who said their men regularly or usually 
carried store advertising or display material earned an 
average $1,570 volume per retail account and an average 
volume per salesman of $77,700. Comparably, those 
confectionery jobbers who admitted that their sales- 
men carried such -material only occasionally or seldom, 
earned but $387 as an average volume per retail ac- 
count and $28,500 average volume per salesman. 


Other Jobbers Prove Facts 


Other jobbers, not exclusively confectionery whole- 
salers, who made frequent use of advertising material in 
their dealings with retailers, brought in $3,040 average 
volume per retail account, while their salesmen averaged 
an annual volume of $154,300. This should be compared, 
Mr. MulCahy emphasized, with the business of whole- 
salers whose men seldom used such material. In this 
latter case the average volume per retail account totaled 
$1,233 and the average volume per salesman leveled off 
at $119,500. 


Confectionery jobbers whose meetings included 
“how to merchandise” discussions earned a $1,570 av- 
erage volume per retail account and an average volume 
per salesman of $78,200. In instances where confectionery 
jobber sales meetings did not include such discussion, 
the average volume per retail account was $258, and the 
average volume per salesman $33,800. 


Findings among jobbers handling ct*er lines in addi- 
tion to candy followed much the sa«:e pattern. Those 
wholesalers who did make use of “how to merchandise” 
discussions at their sales meetings added up $1,959 as 
their average volume per retail account and $133,500 
average volume per salesman. Those jobbers whose meet- 
ings did not include such discussion earned a $752 av- 
erage volume per retail account and a $98,300 average 
volume per salesman. 


At this point Mr. MulCahy stated that all of these 
analyses supported essentially the same conclusion that 
the wholesaler who employs mere “order-takers” can’t 
get the results of his competitor whose men are mer- 
chandisers. 


He was later borne out in this contention by Max Jaffe, 
Jaffe Bros., Oakland, Calif., and Dickson McMurray, Dix 
Candy Co., San Francisco, who participated with. Mr. 
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MulCahy in the panel forum at the San Francisco con- 
ference. 


Co-chairman William Barron, of the William Barron 
Candy Co., Oakland, Calif., and John W. Leahy, of the 
Charles Leahy Distributing Co., San Mateo, Calif., pre- 
sided at San Francisco. 


Others on the San Francisco committee included Claud 
Chaplin, Western Tobacconist; Jack Kaplan, Schutter 
Candy Co., Harry Mirsky, B. Mirsky & Son; Thomas 
Sheridan, Thomas Sheridan Co., Melvin Sosnick, Mel- 
vin Sosnick Co., Theodore White, Sierra Candy Co., 
William Ross, Wittenberg-Ross, and Marcus Glaser, 
Glaser Bros., all of San Francisco; and Harry Bercovich, 
H. Bercovich Cigar Co., Oakland; A. C. Carrington, Miss 
Saylor’s Chocolates, Alameda, and Charles O’Brien, Jr., 
O’Briens, San Jose, California. 


Other speakers were Andrew Judy, Judy Wholesale 
Co., Fresno, and George Samules, of Chico, California. 

During the panel discussion at Seattle in which Don 
Bracken, Sterling Tobacco Co., and J. C. Haley, Brown 
& Haley, participated with Mr. MulCahy, the consensus 
was that the ten-point balanced selling program offered 
a real hope for a bright and prosperous future for all 
wholesalers. 

Cecil H. McKinstry, Imperial Candy Co., an NCA 
director, and Council on Candy campaign manager for 
the Washington-Oregon territory as well as chairman of 
the Northwest Committee which sponsored the meeting, 
presided. 

Others on the committee included Daniel H. Bracken, 
Sterling Tobacco Co.; Allen Foster, president of the 
Seattle Candy Club and representative of Peter Paul, Inc.; 
E. S. McKee, Williamson Candy Co.; A. E. Raketty; 
George R. Stevenson, Terminal Sales Bldg.; G. Herald 
Thompson, Thompson Candy House; and Al Zabel, 
Schwabacher Grocery Co., all of Seattle; Harry L. 
Brown, Harry L. Brown Confections; J. Clifford Haley, 
Brown & Haley Candy Co.; John D. Hamilton, Hamilton 
Candy Co., all of Tacoma, Wash.; and Sam Humphrey, 
Candy Products, Portland, Oregon. 

(Additional information on the merchandising plan’s 
ten points, as determined by the Detroit survey, will be 
found in “The Rewards of Merchandising,” a full-length 
article in THE MANUFACTURING CONFECTIONER for Aug- 
ust, 1945, pp. 22-26.—Ed.) 


“What makes a good convention?” was the question before a group 
of thirteen industry members when they met at NCA offices recently 
to formulate a program for the 62nd Annual NCA Convention. Shown 
here are (seated, I-r) Neal V. Diller, Nutrine Candy Co., Program Chair- 
man; W. Melville Cribbs, National Candy Co., General Convention 
Chairman; and Walter W. Kolbe, Reed Candy Co., Dinner Dance 
Chairman. (Standing, l-r) Thomas A. Ryan, NCA E tive Assistant 
LeRoy Steele, E. I. Du Pont de Nemours Co., Exposition Committee; 
Fred W. Amend, F. W. Amend Co., Program Committee; James A. 
King, Nulomoline Co., Exposition Committee, and NCA President 
Philip P. Gott. 
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NCWA Stresses Intelligent Merchandising 


Manufacturer-Jobber Relations Are Stressed by Nation’s Wholesalers. 
Confectionery Experts View Problems of Merchandising, Distribution. 


dni and means of obtaining both more candy 
consumers and more candy consumption through 
increased service to retailers, carefully planned whole- 
saling methods, and closer cooperation with manufac- 
turing confectioners and candy dealers highlighted the 
first annual convention of the National Candy Whole- 
salers Ass’n. Inc., at Chicago’s Hotel Sherman April 30 
to May 2. About 1,000 candy wholesalers and industry 
representatives attended. H. W. Loock, McDowell, Pyle 
& Co., Baltimore, was elected president; M. J. Herrick, 
Sweetheart Candy Co.. Bismarck, N. D., was elected vice- 
president; and C. M. McMillan, Atlanta, was named 
executive-secretary-treasurer. Mr. McMillan will serve 
part time for the present. Membership of the five-months’- 
old NCWA was reported at 1,175. 


“The wholesaler is the most important channel of dis- 
tribution for confectionery products against all com- 
petition,” said Harold H. Sprague, general sales man- 


Cc. M. McMillan, Atlanta, 
was d tive- 
secretary-treasurer of the 
National Candy Whaole- 
salers Ass‘n, Inc., at the 
first national convention 
this month in Chicago's 
Hotel Sherman. Mr. Mc- 
Millan will serve part- 
time for the present. He 
has been in the confec- 
tionery association work 
for 16 years. 





ager, W. F. Schrafft & Sons Corp., Boston. “From 1925 
to 1937,” Mr. Sprague stated, “sales by manufacturers 
to wholesale distributors increased steadily from about 
50 per cent of the total to 61 per cent of the total. From 
1937 to 1941 the share of manufacturers’ total sales 
made to wholesalers declined slightly to 58 per cent, still 
well above the level of the Twenties.” 


Adding that the 1941 wholesaler purchases of manu- 
facturers’ goods were 38 per cent more than the pur- 
chases of all other customers combined, Mr. Sprague 
said during the war years sales to wholesalers dropped 
to 40 per cent of the total, however. Continuance of this 
trend through an indefinite number of years would make 
wholesalers of less importance to manufacturers as out- 
lets, he warned, unless immediate plans are made for 
“better salesmanship, better merchandising ideas, better 
promotion of controlled lines, better selections of better 
merchandise, and better service.” 

“I firmly believe,” said Mr. Sprague, “that your 
thinking and your actions now in planning for the future 


for May, 1946 


—and putting your. plans into effect later, when there is 
a free and unrestricted flow of merchandise—will, in 
a great measure, determine whether these trends which 
are shown on the chart (See chart page 32—Ed.) will 
prevail or whether they will be reversed.” 

Thousands of retail stores should be modernized, he 
said, and wholesalers’ salesmen “should call this to the 
attention of their customers. Refrigerated candy dis- 
play cases and more effective and more prominent dis- 
plays of candy will help wholesalers’ customers “get a 
larger share of the business in their various commun- 
ities,” he said. 

“There are many other things that should be done to 
reverse the 1937-1941 projected trend of your position in 
the distribution of confectionery,” he told the whole- 
salers, “not only by better equipment for retailers but by 
a greater desire to make candy of much more import- 
ance in the overall merchandising picture—in other 
words, get them all more candy minded.” 

Asserting that if the jobber “intends to retain his posi- 
tion,” he must change the trend which existed just prior 
to the war, Mr. Sprague stated: “The history of your 
business proves you can do this. It looks as though the 
future place of the jobber in the distribution of candy 
is entirely up to you.” 

Planned selling and positive service should keynote 


H. W. Loock, McDowell, 
Pyle & Co., Baltimore, 
was elected first presi- 
dent of the National 
Candy Wholesalers 
Ass'n, Inc., at its first 
annual convention. Mr. 
Loock was former chair- 
man of the NCWA board 
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of the. five-month’‘s-old 

association at conven- 

tion time had reached 

1,175 and included job- 

bers from all parts of 
the country. 


wholesaling methods, J. Roger Ozmon, Allen, Son & 
Co., Baltimore, told the session. Suggesting close co- 
operation with both manufacturers and retailers, Mr. 
Ozmon said wholesalers’ should insist on quality as 
their watchword. As distributing outlets, jobbers en- 
dorse manufacturers’ statements about candy, he said, 
and thus should insist that the finest quality product be 
offered the consuming public. Proper warehousing and 
handling of candy in approved methods to assure rota- 
tion of stock, air conditioning, and refrigerated trucks 
will help jobbers maintain quality supplies. Intensive 
training of sales personnel in selective selling methods, 
sanitary displays, and attractive merchandising for im- 
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pulse buying will help sell more candy. Manufacturers 
of poor quality candy, should be eliminated as a dis- 
credit to the confectionery industry, he asserted. 

Speaking on “The Candy Wholesaler and the Nation’s 
Capital,” W. A. Quinlan, attorney and counselor at law, 
Washington, D.C., told the convention “deemphasis of 
government in Washington is not yet indicated, that 
wholesalers should be as frank and honest with govern- 
ment as they wish it to be with them, that they should 
guard the checks and balance system of the nation’s 
constitution, and that they should work with NCWA 
on national problems. 
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Chart presented by Harold H. ee. general sales manager, W. F. 

Schrafft & Sons Corp., Boston, showin of Y 

manufacturers’ sales to various y rons ‘of distributi Ch ls in- 

clude whol dent retailers, chain stores, government, and 
consumers. 











Candy needs more individual and cooperative promo- 
tion in the future, S. H. Cady, Jr., of NCA’s Council on 
Candy, told the second day’s session. Unless consumer 
consumption increases, he said, cutthroat competition 
may ensue. Only one person in three regularly eats candy 
now, and 1944 production was up but 40 per cent, on the 
index basis of 1936-40 as 100, whereas other foods were 
up about 400 per cent on the same index basis. Candy 
advertising in 1944 totaled about $2,700,000 as compared 
with expenditures of about $108,000,000 for these other 
foods. 


The war left distributors with the joint problem of 
being able to hold production gains achieved by manu- 
facturers during the war and of achieving distribution 
methods able to match post-war production, J. F. Mul- 
Cahy, NCA’s merchandising director, said. Coopera- 
tion and teamwork between manufacturers and whole- 
salers will help answer these problems, he emphasized. 


Stressing “balanced selling” and planned merchan- 
dising as essential, Mr. MulCahy said statistics of the 
Detroit survey indicate some progressive wholesalers 
had achieved four times the business of other jobbers 
and their salesmen twice the volume of other salesmen. 
Particular emphasis, he added, should also be placed 
on continual improvement of personal relations with re- 
tailers and in increasing consumers as well as consump- 
tion of candy. 

In a panel discussion on jobber-manufacturer rela- 
tions moderated by Secretary C. M. McMillan, R. H. W. 
Welch, Jr., James O. Welch Co., Cambridge, Mass., said 
that the number of jobbers sold by manufacturers in a 
given market is important, that veterans should buy out 
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some small jobber or serve several years learning jobbing 
rather than rush directly into candy wholesaling, and 
that wholesalers should use accurate figures on area 
candy consumption in sales work. 

Each jobber’s warehousing is an individual problem, 
Ernest Prince, McKeesport Candy Co., McKeesport, Pa., 
said at the third morning’s 10 o’clock panel discussion 
moderated by C. E. Morgan, Morgan Bros., Asheville, 
N. C. Over storage space, he said, is better than too 
little. Adequate driveways, cooling rooms, and loading 
facilities should be given careful attention. Shelving 
should not be too high, so as to avoid slowup in hand- 
ling. Heating units should be kept distant from perish- 
able goods. 

A. J. Hirsch, of David I. Hirsch, Charlotte, N. C., said 
if candy is to be everywhere accepted as a food, it should 
be treated as a food that is perishable and worthy of 
respect. Proper cool room temperature is important, he 
stressed, and suggested 66-70 degrees. Monthly main- 
tenance should be provided to keep costs down. Original 
construction should be planned with air conditioning 
engineers. 

Edgar McCoy, of J. B. McCoy & Sons, Canton, Ohio, 
suggested trucks insulated on top, sides, and bottom 
he wed for deliveries. Dry ice should be used in hot 
weather to hold down temperature which should ap- 
proximate that of cool rooms. Custom bodies on cab 
chassis are transferable and keep costs down. Special 
attention should also be given truck lettering, truck per- 
sonnel, and uniforms, he said. 

O. Leland Hunt, attorney, Trade Practices Confer- 
ence Division, FTC, and Milton Smith, assistant manag- 
er, Trade Association Dept., Chamber of Commerce of 
the U.S., discussed federal trade practice conferences. 
John Casani, Philadelphia, was moderator of the panel, 
which also included Fred S. Davis, executive-secretary, 
Wholesale Confectioners Ass’n. of Metropolitan Phila- 
delphia; Philip Fuchs, executive secretary, Chicago As- 
sociation of Tobacco Distributors; and Secretary C. M. 
McMillan. 

Views expressed by associations having such rules 
show “they have had great educational value in some 
instances in informing companies of practices which are 
illegal under existing law, where these companies were 
unaware that the practices were illegal,” Mr. Smith said. 
“They also helped members of the industry adjust their 
own. differences on a friendly and cooperative basis.” 


Board members elected for the following regions in- 
clude: 


1—Peter Kramer, Jr., Peter Kramer & Son, Boston. 

2—I. L. Saffer, Saffer-Simon, Inc., Newark. 
3—John F. Poetker, John F. Poetker & Son, Cincinnati. 

4—J. L. Kantor, Broudy-Kantor Co., Norfolk, Va., to fill the un- 
‘expired term of H. W. Loock, and J. R. Ozmon to serve for 
two years. 

5—Sam E. Sawyer, Sawyer Candy Co., Elba, Ala. 
6—Frank P. Corso, Biloxi, Miss. 
7—Jack Beatty, Rocky Mountain Wholesale Co., Albuquerque, N. 

Mexico. 

8—Wm. Barron, Wm. Barron Candy Co., Oakland, Calif. 

9—A. J. Bauer, Seattle (2 years); L. M. Schwary, The Dalles, Ore. 
(l year). 

10—J. P. Fritz, Newport, Minn.; 
Candy Co., Aberdeen, S. D. (1 Year). 

11—Glen Baldwin, General Tobacco & Candy Co., Lincoln, Nebr. 

12—Jos. Bianco, B & C Candy Co., Detroit. 

Members at large are: Harry J. Awe, Oshkosh, Wis.; Edgar McCoy, 
J. B. McCoy & Son, Canton, Ohio; John Potts, Potts Bros., Mt. 
Carmel, Pa.; A. Appelbaum, New York; J. Knox McConnell, McKees- 
port, Pa. 

Board members who carry over another year are: Wm. Neporent, 
Hartford; Elmer Kreher, Buffalo; John Casani, Philadelphia; C. E. 
Morgan, Asheville, N.C.; E. D. George, Monroe, La.; R. A. Corey, 
Houston; E. W. Stanley, Santa Ana, Calif.; J. V. Balocca, Paola, 
Kans.; and L. C. Parman, Chicago. 


(2 Years); M. W. Pierce, Service 
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Packaging Show Reveals Supplies Still Tight 


By CLYDE C. HALL 


The Manufacturing Confectioner 


Atlantic City, N. J. 


[iectenics inexorable law of supply and demand high- 
lighted the 15th Annual Packaging Conference and 
Exposition of the American Management Ass’n. in this 
city’s massive Public Auditorium last month. Over 150 
packaging material and machinery manufacturers ex- 
hibited their products, and over 8,000 individual buyers 
and industry executives were on hand in hope of placing 
orders for urgently needed equipment and supplies. What 
they found out was generally this: 


1.—Pre-war packaging material customers will not 
do so badly this year in obtaining materials. In fact 
they are likely to get more than they did last year because 
of the somewhat greater availability of materials for civi- 
lian channels. They may even, with luck, obtain enough 
vf some things. 


2.—New firms and firms not pre-war or wartime cus- 
tomers are in for a hard time, which may extend well 
into 1947, 


3.—The 1946 material supply, Edward J. Detgen, sales 
manager, building materials division, Owens Corning 
Fiberglas Corp., Toledo, and former head of the WPB 
container section, said will equal that of 1945 but will 
no where meet the demand. 

4.—Major packaging machines and miscellaneous 
packaging equipment are, generally, on a six-months-to- 
three-years’ “must wait” list. A label paster was offered 
by one firm on immediate delivery. Two to three months 
were required for a heat sealer. Printing presses were 
in the two-to-three year status. Backlog of machinery de- 
mand was estimated at three years. 

5.—Orders tend to be taken on a first-come, 
served basis by the machinery producers. 

6.—No improvement in the delivery problem is evi- 
dent for some months to come. 


first- 


Critical Paper Shortage 

7.—The critical paper shortage doesn’t help matters, 
either. Suppliers say, in fact, that in all types—waxed, 
glassine, fiber cans. corrugated boxes, folding cartons, 
kraft bags—the situation is tighter even than during the 
war. Mid-1947 is suggested as possible easing-up time. 
Before then new customers will find it practically im- 
possible to get any. 

8.—Although foils, plastics, wood and glass, all pre- 
sent supply problems, tin is the most serious one. 

9.—Manufacturing confectioners will find cellophane, 
a large pulp user, shorter than ever, too. Both duPont 
and Sylvania are expanding capacity but admit demand 
is increasing even faster. 

10..—Demand for chemical based packaging materials 
is so far ahead of supply old customers are being rigidly 
allocated. Late 1947 was suggested by one firm as pos- 
sible acceptance time of a portion of accounts and mid- 
1948 as the time it may start to look for new business. 
Another firm estimated it might meet demand for cer- 
tain materials at the present rate 12-18 months after 
projected plants are completed. Other estimates ran from 
at least a year before molded plastics could meet de- 
mand to “no idea” when the same would be possible 
for a recently introduced new plastic wrap whose pro- 
duction depends on easing of the Pacific raw rubber 
situation. 

11.—Aluminum foil makers offered a little brighter 
viewpoint. Reynolds stated it was meeting all orders 
at present for foil. Alcoa said it was supplying all pre- 
war and wartime users and expected to take care of all 
comers by the end of the year. 

12.—-Manufacturers of wooden confectionery boxes 
gave 1947 as the time for balancing supply and.demand. 


TWO of the b tiful displays at the p ging conv 

Top photo shows display of National Paper Box Manufacturers’ Ass'n. 

Bottom photo shows Harry V. Schechter and display of candy pack- 
ages for Christmas. 
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Here’s an improvement in bar-wrapping machinery which you 
will want to see when visiting the Show—the new automatic feed 
for the popular DF-1. 

With this device, the feeding of bars is greatly simplified and 
made easier for the attendant. The girl merely slips bars from the 
enrober belt onto the belt of the infeed. From then on the opera- 
tion is entirely automatic . . . The cross conveyor chain with 
transport fingers, shown in the picture above, gently transfers 
the bars and deposits them in the pockets of the wrapping ma- 
chine conveyor. 

This automatic feed makes it possible to steadily maintain the 
DF’s speed of 140 bars per minute in continuous operation. 
Moreover, by shortening the standard conveyor when the auto- 
matic feed is installed, an actual saving in floor space is achieved. 

Why not make a note to see the DF in operation at the Show? 


PACKAGE MACHINERY COMPANY 
Springfield 7, Massachusetts 


30 Church Street, New York 7 ¢ 111 W. Washington Street, Chicago 2 
101 W. Prospect Avenue, Cleveland 15 « 849 Marietta Street, N.W., Atlanta 3 
443 S. San Pedro Street, Los Angeles 13 ¢ 18 Dickens Avenue, Toronto 8 


PACKAGE MACHINERY COMPANY 











Over a Quarter Billion Packages per day are wrapped on our Machines 
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Reasons advanced for the current situation, con 
sensus indicated, are: 


1.—Production, already overburdened by war back- 
logs, was further set back by the major steel and elec- 
tric strikes. 


2.—Strikes within the packaging industry itself. 

3.—A possible further slowdown of output because of 
the John L. Lewis coal walkout. 

4.—New packaging machinery employees who must 
still be trained while key personnel is difficult to obtain. 

5.—Engineering and sales departments all taxed to 
the utmost trying to handle inquiries from all over 
the world for industrial equipment. 


6.—Sudden increases in costs, particularly labor, have 
pushed costs through rigid OPA ceilings, with the re- 
sult that components formerly purchased are no longer 
Leing manufactured. 

7.—Delays in delivery of components to packaging 
machinery manufacturers. 


Brightly Colored Packages 


The brighter aspects of the convention, however, were 
literally, as well as figuratively, demonstrated in the ex- 
hibits themselves. Brightly colored, transparent packages 
that enable the consumer to see and sometimes actually 
feel the product were on display. New, unusual applica- 
tions of rigid acetate for candy boxes emphasized ef- 
fective candy merchandising through visual packaging. 
Artistic printing and studied color selection highlighted 
paper candy boxes. Novelty boxes of inlaid wood were 
credited with increasing sales as high as 800 per cent. 
All-metal, beautifully decorated and embossed contain- 
ers for candy realistically simulated porcelain and wood. 
Like the wooden boxes, special emphasis is placed on 
their retention value. 

Attractiveness highlighted the packaging machinery 
itself, too. Colorful and streamlined, various models even 
featured compartments for the operators’ personal be- 
longings. Added speed and safety of operation were like- 
wise stressed. 

So-called “Victory models” are out, too, Frank B. 
Fairbanks, president of Packaging Machinery Manufac- 
turers Institute and of the Horix Manufacturing Co., 
Pittsburgh, told a business session of the combined 
packaging conferenee and exhibition. Explaining that 
materials such as bronze and stainless steel are again 
available, he said: “No customer need defer placing 
orders for fear that inferior materials will be employed.” 

Speaking of the return of a price squeeze, he pre- 
dicted that, in the long run, it will rebound to the bene- 
fit of the customer. 

“The squeeze, which is becoming almost unbearable,” 
he said, “is forcing elimination of wasteful and careless 
methods which grew up during the war years, and com- 
pelling the development of new and better methods.” 

Package machinery is now being produced at a rate 
two or three times faster than pre-war production, he 
also told the session. 


More Colorful Containers 


W. F. Deveneau, sales promotion manager, National 
Folding Box Co., New Haven, Conn., said corrugated and 
solid fibre containers would become more colorful, with 
all-over colored coatings, monograms, trademarks, slo- 
gans, and distinctive color printing. Modified versions 
of the “V” containers, he predicted, will also offer real 
competition to wooden boxes. 

Although serious shortages of packaging materials, 
price uncertainties, and a large backlog of unfilled orders 
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represent definite handicaps to immediate package pro- 
duction, said Mr. Deveneau, there nevertheless is ample 
evidence to prove that manufacturers are determined to 
restore packaging to its pre-war importance and to make 
full use of it when the days of competitive buying come 
back. 

In marked contrast to the war years, when war-in- 
duced scarcities forced people to accept almost anything 
they could get, the time is not too distant, he predicted, 
when supply will catch up with demand and the neces- 
sity will be upon us once more of stimulating people 
to buy, by aggressive and intelligent, merchandising. 


Changes Noted 


Mr. Deveneau named these five basic changes as ma- 
terial factors affecting markets for packaged goods in 
the years ahead: (1) Changes in location that occurred 
in wartime deployment of troops and war workers, (2) 
changes in income, (3) changes in habits and tastes as a 
result of wartime foods and rationing, (4) changes in 
retail stores: the war produced a 15 per cent decrease, 
and (5) changes in products. 

The effective package for self-service selling should 
be both an advertisement and a salesman, L. B. Steele, 
sales manager in charge of advertising and promotion, 
cellophane division, E. I. du Pont de Nemours & Co., 
said. As much consumer buying is done on impulse 
and, as actual buying must wait until the consumer comes 
into the store, where the product is on display, the 
package becomes a follow-up clincher of the finest type 
for advertising, quickly recreates the urge of the pre- 
vious advertisement, and translates it into action, Mr. 
Steele stated. 

Wartime packaging has had the end result of pro- 
ducing a greater appreciation of what constitutes ade- 
quate packaging and the importance of practical and 
scientific packaging engineering, H. E. Nack, packaging 
specifications department, Sharp & Dohme, Inc., Phila- 
delphia, said. From the lessons learned during the war 
has come a great enthusiasm to turn out packages of 
greater functional value and more pleasing appearance. 

Enthusiastic acceptance of some of the new develop- 
ments should not lead packagers into the pitfalls of 
overpackaging their products, he warned, however. The 
required shelf life, nature of the product, method of 
transportation, and how and where it is to be marketed 
should be first considerations. Utilization of new pack- 
aging materials should be approached cautiously, he 
added. Stability tests, costs comparisons, study of pro- 
duction requirements, new equipment and sales analysis 
should all be made before proceeding. 


(Convention speeches important to manufacturing con- 
fectioners will be presented in detail in future issues of 
THE MANUFACTURING CONFECTIONER. Products 
ef convention exhibitors are reviewed in this month’s 
“Packaging Materials and Equipment Section” starting 
on page 40.—Ed.) 


@Package Machinery Co., Springfield, Mass., an- 
nounces appointment of E. G. Westervelt as New 
York office manager to succeed the late A. B. Hull. 


® Sylvania Industrial Corp. reports recent sales 
tests indicate use of colored cellophane as a coding 
device will become increasingly important in new 
packaging developments. Manufacturers are ex- 
pected to rely heavily on it to differentiate sizes 
and qualities of products ranging all the way from 
foods to metal parts. 
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REPORT OF THE SECOND POST-WAR, QUARTERLY 


CANDY PACKAGING CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of The Packaging Board are held Quarterly at M.C. Chicago offices on the 15th of the following months: Feb., May, Aug., Nov. 


Clinic Studies Easter Packages 


embers of the Candy Packaging 

Board of THE MANUFACTURING 
CONFECTIONER met for the second 
post-war, quarterly meeting in Chi- 
cago recently. As fortunate timing 
of the meeting permitted special at- 
tention to be given Easter packages, 
various newly introduced packages 
were studied. Other packages, select- 
ed or submitted from all over the 
nation were also studied. Findings 
appear in following coded items. 


CODE PK5A46 
Cream Mints—1 lb.—$1.00 


(Purchased in a Specialty Food Shop 
Chicago, IIl.) 


Description of Package: Rough, chip- 
board box, blue and gold overprint. 

Style: Double layer, full telescope box. 
Top sealed on with cellulose tape 
strips. 

Size and Shape: Rectangular. 85%” 
long x 5%” wide x 1%” deep. 

Materials: Fair quality chipboard. 

Design: Blue oval on gold background 
with white heraldic emblem and pale 
blue product name. Design is inter- 
esting but is not in keeping with the 
period represented by basic design. 

Colors: Blue, gold, white, very pleas- 
ing. 


Packages shown below were a few that were picked out by the Candy Packaging Clinic as being 


well handled as far as design and g 


Typography: Lettering is pleasing and 
modern but this very modernity 
lends a feeling of incongruity to the 
overall design because it is not in 
complete harmony with the period 
represented by the design of- the 
package nor with the contents. 

Originality: Fair. 

Class of Trade: Good. 

Appearance of Box on Opening: Candy 
was loose in the box which detract- 
ed somewhat from its general ap- 
pearance, Did not have the appear- 
ance of a “class” box. Purchaser 
would experience a slight “let-down” 
feeling upon opening box. 

Box Findings: None. No inner liner or 
wadding. 

Sales Appeal: Fair on basis of box let- 
tering and colors. 

Display Value: Fair. 

Packaging Application: People in gen- 
eral probably feel that creamy mints 
are “more at home” in a transpar- 
ent cellulose container. 

Remarks: Package fairly attractive but 
candy presented a jumbled condition 
so that attention in the candy is 
lowered upon opening. There is a 
slight clashing of design and letter- 
ing but the package does retain a 
certain amount of eye-appeal. The 
box should really have an inner liner 
of waxed paper to keep the goods 
from direct contact with box. Paper 





wadding would have helped prevent 
the loose “feel” of the box. 


CODE PKSB46 


Miniature Chocolates 
—1 lb.—$1.50 


(Purchased in a Specialty Food Shop, 
Chicago, Illinois). 
Description of Package: Two layer, 
full telescope, cellophane wrapped 

rectangular box. 

Style: Double layer, full telescope box, 
water sealed cellophane wrapped. 
Size and Shape: Rectangular, 85%” 

long x 5%” wide x 2” deep. 

Materials: Good quality box. 

Design: Very pleasing design. Coat of 
arms interesting. 

Colors: Good. Cardinal background, 
oval imprint with gold filigree top 
of box. Bottom of box, white. 

Typography: In keeping with general 
design and color of box. 

Originality: Good. 

Class of Trade: Best. 


Appearance of Box on Opening: Very 
good. No looseness of packaging. 
Use of dividers in half-moon form 
running length of box and touching 
in center is rather interesting and 
refreshingly different.. 

Sales Appeal: Good. 

Display Value: Good. 

Packaging Application: Good. Consis- 
tent with the product. 


Pp i lly tive and 





were concerned. The box to the left (rear) is a two pound box by D. 


Kopper, Bonbonniere, New York City. Center (rear), Two pound tin box by Elmer Candy Co., New Orleans; Right (rear), 


One pound box, by Associated Foods Co., Philadelphia. Front Row: left, Easter egg 


(plastic) by Mrs. Steven’s Candy 


Kitchens, Inc., Chicago. The box to the right is the outside container for the egg. Center: Oval shaped box by Wallace, 


New York City. 
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The big city’s out-of-town newspaper stand simply asks 
“What do you read?” and pulls your paper out of the rack. 


Riegel is a striking parallel in the packaging and specialty 
paper field. It's “What do you need?” and the chances are 
that such a paper can be found in the Riegel Files, which 
contain more than 600 different grades of paper for packag- 
ing, printing, converting and special industrial uses, 


Where a standard paper won't quite do, Riegel can often 
combine different properties in a special paper to meet 
your needs. Why not contact Riegel now—and pave the 
way for improvements in your operations when paper 
becomes freely available again? 


RIEGEL PAPER CORPORATION © 342 MADISON AVENUE © NEW YORK 17, NEW YORK 
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Check these 
Packaging 
Supplies ... 


PROTECTION... 


of your candies is vitally important! 


It is good sense to make sure that your candies are safe in the box, well 
protected from breakage, weather and spoiling. You can prevent waste of 
valuable sugar and chocolate by better packaging protection. It pays. 





Candy Mats 


(Flossine, Padsit, Decopad) 
Dipping Papers 
Shredded Papers 
Globular Parchment 


Embossed Papers 
Chocolate Dividers 


Boats and Trays 
(Plain and Printed) 


Layer Boards 


Write for Samples and Prices 


George H. Sweetnam, Inc. 
282-286 Portland St., Cambridge 41, Mass. 


Manufacturers of Paper Products 


Glassines 

Wax Papers 

Die Cut Liners 
Partitions 
Protection Papers 








Remarks: In general, a good package 
with an aristrocratic touch. Rich 
looking color adds to attractiveness. 
The paper wadding was cut a trifle 
large as it stuck in box top when 
opened but was neat. Box was well 
packed, no looseness of contents. 
Chocolate colored bonbon cups were 
used in the main although eight 
white cups were seen in the top layer 
and two foil wrapped pieces. 





CODE PK5C46 
French Cream Caramels 
—!2 oz.—45c 


(Purchased in a Specialty Food Shop, 
Chicago, Illinois). 


Description of Package: Rough chip- 
board box, rectangular in shape. 
Style: Full telescope, 1 layer, paper 

reinforced edges on cover half. 

Materials: Fair. 

Design: Very good. Spotlight effect on 
two cupped pieces of candy was 
very attractive and attention-getting. 
Was in keeping with title and with 
goods within the box. 

Colors: Good selection, with good feel- 
ing of appropriateness. Tan, choco- 
late brown, and white. All blend well 
together. 

Typography: Very good. Is in keeping 
with the French style lettering used. 
The French type of lettering is in 
harmony with product. 

Originality: Good. 

Appearance of Box on Opening: Good 
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for type of product. Chipboard bot- 
tom half of box detracts somewhat 
from appearance. 

Box Findings: Good. Interesting wax 
paper overflap. Each caramel wrap- 
ped in cellophane. A square folded 
hollow pasteboard tube was used as 
“furniture” to separate the four 
rows of caramels into two separate 
rows on each side of the center 
piece. The center “furniture” was 
imprinted with firm and _ product 
name. An unusual treatment. 


Sales Appeal: Good. 

Display Value: Good. 

Remarks: A well done package consid- 
ering quality of materials used. Al- 
though the cover illustration shows 
candy in cups and the cups were not 
































Gauze Ribbons 


Satin and Novelty 
Effects 


and 
Patriotic Ribbons 


"Where Quality 
Merchandise 
Costs No More" 
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actually used in the box, “artistic 
license” would warrant the use of 
this illustration to dress up the cover, 
Bottom half of the box would have 
been more in keeping with product 
quality and general box appearance 
had it been overwrapped with white 
calendared stock. 





CODE PK5D46 
Candy Filled Assortment 
—12 oz.—59c 
(Purchased in a Specialty Food Shop, 
Chicago, Illinois). 

Description of Package: Two layer 
size, full telescope. 

Size and Shape: Rectangular. 7%4” 
long x 5” wide x 1%” deep. 

Materials: Good. 

Design: Fair. Does illustrate contents 
of package but colors are not quite 
as clear and vivid as they might be. 

Colors: Rather lifeless in quality. Also 
slightly confusing to the eye. 

Typography: Fair. 

Appearance of Box on Opening: Dis- 
appointing because of the lack of 
color. 

Box Findings: Each piece wrapped 
individually. 

Remarks: The entire color scheme and 
design seem a bit confusing although 
the design does actually illustrate 
the contents of the package. Trade- 
name of product and firm name are 
almost lost in the mass of detail. 






(Continued on page 48) 












You're twice wise \ 
to put your candy 


Mi 


Your candy's tempting goodness is not only revealed in a sparkling 


Vuepak* package, it’s protected and preserved, too! 


Because Vuepak offers more than transparency. It is rigid. It 
makes a box, not a bag ... a quality plastic box that really pro- 
tects the appeals of your products, a box that takes handling, that 
stacks well, that displays well. Vuepak is tough and grease-proof. 
It is a premium material, for a premium product . . . and it commands 


premium prices for you. 


Vuepak packages are available in limitless numbers of shapes, 
sizes, combinations . . . and because of new, better fabricating 


techniques, there’s new economy in using Vuepak, too. 


Remember, candy-makers were among the first to prove Vuepak’s 
power as a sales stimulator. Better get full Vuepak facts today 
from your package fabricator . . . or direct from: MONSANTO 
CHEMICAL COMPANY, Plastics Division, Springfield 2, Massachusetts. 
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QUESTIONS AND ANSWERS ABOUT VUEPAK 
1. What is Vuepok? 


Vuepak is a transparent, tough, rigid, beautiful Monsanto cellulose acetate. 


2. In what form is Vuepak available? 
In sheets up to 30” wide, and in continuous rolls 30” wide up to 1000 ft. 
long, depending upon thickness. 


3. In what thicknesses is it ordinarily available? 
In six standard gauges 0.005” to 0.020”. 


4. Does sunlight affect it? 
No. 


5. is it affected by heat? 
Not under ordinary temperatures. It begins to soften after 200° F. Under- 
writers’ Laboratories classification, ‘slow burning.” 




















6. How can it be fabricated? 
it can be drawn, shaped, formed or folded into almost any shape with 
inexpensive dies. It can be embossed, stapled, printed, cemented, or 
combined with other materials. 


*Reg. U. S. Pat. Off. 
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LANOVA SPECIALTY AND BOX PAPERS 


LACHMAN NOVASEL PAPER CO. 


109-111 Greene Street ° New York 12, N. Y. ° WOrth 4-6426 
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Packaging Supply News 


The products described in these columns 
are all coded for your convenience. You 
may write in to THE MANUFACTURING 
CONFECTIONER for any further informa- 
tion on any one of these items and further 
information will be sent to you. Make use 
of this section to keep up-to-date on new 
packaging equipment and materials of all 
types. Information on these items is free 
for the asking. 




















Wrapper With Electric Eye Registration 

Seventy to 80 packages a minute can be wrapped with 
this machine for small pieces of candy or bars. Uses 
printed material—-plain or heat-sealing cellophane, foil, 
etc.—in roll form. Electric eye accurately registers print- 
ed design. Provision for inner wrapper can also be made. 
Automatic feed tray mechanism can be installed at end 
of chain in-feed as additional labor saver. For full de- 


tails check Code No. PPM146. 
English Metal Containers 


Beautifully decorated and embossed English metal con- 
tainers are available in over 30 styles. These simulate 
wood, porcelain; are usable as jewel boxes, cookie jars, 
sewing kits later. Check Code No. PPM246. 

How to Select Packaging Colors 


A color harmony system based entirely on nature 
helps provide accurate color selection for packaging, as 
devised in this plan. Check Code No. PPM346. 


Visual Packaging Material 


Rigid, transparent, greaseproof, this material makes 
a quality plastic candy package that handles and stacks 
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SEND FOR CATALOG TODAY! 


Heat Seal-It Company, 
pioneers and original pro- 
ducers of bag heat sealing 
equipment, now offer their 
new and improved line of 
“Pacer” Models. The re- 
sult of 13 years experience 
exclusively in this field, 


there is a Sealtight machine for every purpose. Write 
for our general catalog, illustrating all models with com- 


plete information. 


HEAT SEAL-IT COMPANY 


4316 W. PARRISH ST., PHILADELPHIA 4, PENNA. 











Automatic Candy Filling! 


Automatic weighing 
and filling of candy 
and nut meats are 
handled accurately 
and quickly on the 
Holm Weighing & 
Filling Machine. 


Parts coming in con- 
tact with merchan- 
dise are made of 
stainless steel and 


aluminum. 


Complete operation 


of bag opening, fill- 


Model A-DS 


ing and sealing on straight line conveyor belt line-up is 


available. 


For full information, write, wire or phone. 


Tue MANUFACTURING ‘CONFECTIONER 





with a kupfer calsey paper 


... Ht will enhance its value and 

double your sales . . . at little more than the 

cost of flat papers. KUPFER embossed 

papers are realistically reproduced to simulate 

lace, leather, cloth, metal and foil in 

all types of stock, colors, gold and silver. A distinctive note 
is attained with KUPFER trade-marked papers 

where your own trade mark, or a new one, 


is incorporated in your package design. 


SEND FOR SAMPLES AND CATALOG. CHOICE OF OVER 5000 PAPERS. 


COLOR SELLS 


KUPFER BROS. C0. 4 ASTOR PL., NEW YORK 3, N.Y. 


Manufacturers of Surface Coated Papers Since 1845 


KUPFER BROS. PAPER CO, Southwest Repsesentatives: FRYE PAPER COMPANY Branches in: 

145 West Hubbord Street MODERN PACKAGINGS 1510 Santa Fe Avenue BOSTON + RICHMOND 
Chicage 10 Irwin-Keasler Building les Angeles 23 PHILADELPHIA 
IMinols Dallas 1, Texas Colitornia SEATTLE 
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well and assures fine displays. In limitless sizes, shapes, 


combinations. Check Code No. PPM 446. 
Giant Jaw Sealer 


Apparatus features dial thermostat, hard chrome-plated 
sealing bars, floating or self-aligning sealing bars, hori- 
zontal-krimped or flat sealing bars, choice of bar widths, 
stainless-steel-sheathed heating elements. Check Code No. 


PPM546. 
Plastic Display Cloth 


A transparent, shimmering plastic cloth that changes 
colors with colored illumination. Can be sewn with cellu- 
lose thread and heat-sealed to make decorative candy dis- 


plays. Check Code No. PPM646, 
Foot Operated Bag Sealer 


For heat-sealing bags 614 inches wide and under. Seals 
bags made of heat-sealing cellophane, pliolux, maralux, 
pliolite, diafane, and thermoplastic coated papers. Models 
also available for pliofilm and laminated materials. Check 


Code No. PPM746. 
Double Purpose Packages 


Trim, attractive, compact, these shipper display boxes 
require only setting up to go into sales action. Check 


Code No. PPM846. 
Aluminum, Lead, Tin Foils 


Prompt deliveries of high grade aluminum, lead, and 
tin foils are promised by this firm. Quality is reported 
equal to imported European grades. Check Code No. 
PPM946. 


Positive Seal Coated Papers 


Chalk-free and rub-resistant, this paperboard is formed, 
made, and coated in one high speed operation. Folds 
without shattering or flaking and takes a tight, positive 
seal. Its smooth, velvety surface brings colors up bril- 
liantly, reproduces pictures with eye-catching realism. 


Check Code No. PPM1046. 


Twist-Wraps 500 Pieces a Minute 

This machine forms, cuts, twist-wraps 500 pieces of 
centered pieces, squares, oblongs, or popular rolls a 
minute. Handles hard candy, toffee, and other plastics. 


Check Code No. PPM1146. 


Compact. Low-Cost Bag Sealer 


Designed to seal all types of heat sealing bags, machine 
is equipped with 8-inch crimp jaws, utilizes new prin- 
ciple of pressure application to the sealing jaws. Fold- 
ing mechanism neatly, uniformly folds top of each bag 
as it is sealed, in one operation. Check Code No. 


PPM1246. 


High Speed Wrapper 

Economies of fast handling along with uninterrupted 
operation are credited this special model which wraps 
$25 to 425 pieces per minute. Check Code No. PPM1346. 


Timely Ribbons 

Ribbons especially designed for tie-in merchandising 
with various holidays help add attractiveness to pack- 
ages. Timely motifs are featured. Check Code No. 
PPM 1446. 
Cellophane Wrappers 

Full information on cellophane wrappers and packag- 
ing is available from this firm. Special applications of 
transparency are featured. Check Code No. PPM1546. 


Specialty Papers Offered 
Immediate delivery of specialty papers, foils, pyroxy- 





FOR BETTER PACKAGING 








WRITE. PHONE or WIRE for Quotations on Your Requirements for 


PARTITIONS 


BOATS ?33<, NECKS 


IMMEDIATE ATTENTION 
Given to Requests for Estimates 


Reasonable Prices 
Assured 


Prompt Deliveries 
Guaranteed 
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Her eyes have to make the first move - 


IF HER HANDS ARE TO REACH FOR YOUR PRODUCT 
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Step up the EYE power of 


your package at the point 
IN TODAY’S OPEN DISPLAYS, “eye power” . . . 
in a package really counts—and Coated Lith- of sale... with whiter, brighter 


wite cartons do have eye power. That’s why Coated Lithwite cartons 
you'll find so many leading products in Coated 


Lithwite cartons. Famous Coated Lithwite 
paperboard is smooth, velvety. Its chalk-free 
surface is a perfect base for printing inks. 
Reproduces pictures with true-to-life realism. 














Made by a revolutionary new process, Coated Lithwite is the amazing 
paperboard that is formed, made and coated in one high-speed operation. 
Proved and improved for seven years. 


Fewer ‘“‘jammers” and ‘“‘leakers."’ Coated Lithwite folds without flaking or 
shattering. Takes a tight positive seal. Production of Coated Lithwite cartons is 
currently sold up. But get full facts about Coated Lithwite cartons now. Ask a 
Gardner-Richardson sales representative to call. 


More eyes reach for your product in... 


. . 
Coated Lithwite Cartons 
The GARDNER-RICHARDSON Co. « manutacturers of Folding Cartons and Boxboard © Middletown, Ohie 


Seles Representatives in Principal Cities: PHILADELPHIA ~- CLEVELAND ~- CHICAGO . ST. LOUIS 


+ NEW YORK . BOSTON . PITTSBURGH ~ DETROIT 
for May, 1946 
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lin, velours, flints is promised. Check Code No. PPM1646. 
Equipment Eliminates Inner Liners 


Elimination of inner liners, stiffeners, collars, or other 
protective materials is possible, in most cases, say manu- 
facturers, with this wrapping machine. Production up 
to 120 units per minute, using any type wrapper that 


can be printed on rolls, is reported. Check Code No. 
PPM1746. 


Time-Saving Labels 
Quick-sticking, easy-handling roll labels in unique de- 


signs and motifs are offered by this firm. Check Code 
No. PPM1846. 


Embossed, Surface-Coated Papers 

“Provocative patterns to incite customer to closer ob- 
servation and handling” are featured in firm’s embossed, 
surface-coated papers. Raised papers—leather grains 


and floral patterns—are also offered. Check Code No. 
PPM1946, 


Data on Adhesives 


Complete data on handling and using adhesives is 
available from this manufacturer. Check Code No. 


PPM2046. 


Lacquer-Coated Glassine 


This lacquer-coated glassine features transparency, 
gloss, and a rub-proof surface. It is made in various 
grades and weights and is moisture-proof or non-mois- 
tureproof, clear and tinted, heat sealing and glue seal- 
ing. Can be used for either hand or machine wrapping. 


Check Code No. PPM2146. 


Protective Packaging Supplies 


Candy mats, shredded papers, globular parchment, 
chocolate dividers, layer boards, die cut liners, and pro- 
tection papers are offered to help assure safe packaging, 
protect candies from weather and spoiling. Check Code 


No. PPM2246. 
Pre-Printed, Light-Gauge Aluminum 

Light-guage, preprinted aluminum supplied in rolls 
for forming into packages as needed is offered. Check 


Code No. PPM2346. 


Check Coded Items in Which 
You Are Interested in Getting Literature 


PPM146 — PPM246 — PPM346 — PPM446— 
PPM546 — PPM646 — PPM746 — PPM846— 
PPM946 — PPMI046 — PPM1146 — PPM1I246— 
PPM1346 — PPM1446 — PPM1546 — PPM1646— 
PPM1746 — PPM1846 — PPM1946 — PPM2046— 
PPM2146 — PPM2246 — PPM2346— 








Company 


Position 














A UNIQUE IDEA in 
CANDY BOXES 


Double-duty decorated wooden boxes with 
double sales appeal . . . usable afterwards 
as sewing kits or jewelry boxes. 

#122. Double-tier Candy Box. Hinged cover, pull 
drawer, natural wood with lacquered imported floral 
print. 834'x6!/,"x4". Also available with lower drawer 
on ag 16 assorted spools of thread, tape and 
thimble. 


103A. Hand painted floral decorated. Painted 
in pastel shades. 7!/2"x5!/."x1¥," 

Other sizes and styles. Standard sizes or made to your 
specifications. 


WRITE FOR FURTHER DETAILS 


ARTISTICA PRODUCTS 
38 E. 2Ist ST. NEW YORK 10, N. Y. 








WRAPPING 


IDEA MACHINES 
FAST-EFFICIENT RELIABLE 


ANDY manafac- 
turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they previde the 
economies of fast 
handling along with 
dependable, wuninter- 
rupted operation. In 
use the world over, IDEAL 
Machines are building 2 
service record that stands 
unmatched and unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tion. Two models available: 
SENIOR MODEL wraps 16¢ 
pieces per minute; the new 
High Speed Special Model 
wraps 325 to 425 pieces 
per minute. Investigation 
will prove these machines 
are adapted te your most 
exacting requirements. 











WRITE FOR COMPLETE SPECIFICATIONS 
AND PRICES 


IDEAL WRAPPING MACHINE (0. 


MIDDLETOWN, N. Y. U.S. A. 
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Water Sandwiches wrapped 
without collars, trays or stiffeners 
... by WRAP-O-MATIC 


Notice the neat, trim transparent Wrap-O-Matic 
wrapping of these baked goods without the use 
of collars, trays, stiffeners, or inner-liners, and 
sealed without protruding ends or corners . . . the 
latest achievement of Wrap-O-Matic. 

Here is packaging at its best ... your product dis- 
played with extra eye and sales appeal . . . pack- 
aged at high speed with up to 75% savings in 


wrapping labor and an unusually large savings 
in wrapping material costs. Let Wrap-O-Matic 
streamline your wrapping operations . . . the ad- 
vantages are tremendous. Write for your copy of 


our illustrated brochure and more information. 





For Wrapping Candy bars, biscuits and 
cookies . . . Wrap-O-Matic is the most 
popular wrapping machine in the con- 
fectionery and bakery field... a real 
tribute to the flawless wrapping by 
Wrap-O-Matic. 











Package Machinery Corporation, Toledo I, Ohio 


for May, 1946 
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She’ll never outgrow it! 


Let a baby see an eye-catching object, and she’ll reach for it. That’s a 
natural reaction, never outgrown. Let a woman in a store see something 
that looks good . . . and her hands instinctively go out for it. 


Such impulses are the reason why the use of Du Pont Cellophane steps 
up sales. In this sparkling transparent packaging, the product tells its own 
convincing story to the shopper’s eyes. 


Besides sales-building transparency, Du Pont Cellophane provides sani- 
tary protection for freshness and flavor. It keeps the product clean and 
appealing. What’s more, it provides these advantages at low cost. 


The demand for Du Pont Cellophane still exceeds the supply, but we 
hope the day is now not far off when our converters and ourselves can 
supply all your requirements. E. I. du Pont de Nemours & Co. (Inc.), 


' Cellophane Division, Wilmington 98, Delaware. 
REG. U.S. PAT. OFF. 


(ellophane Shows what it Protects—at Low Cost 


BETTER THINGS FOR BETTER LIVING 
-»--THROUGH CHEMISTRY 
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Handy dispensing 
carton holds a full 
roll of Babyland... 
allows you to tear 
off just the amount 
needed for a single 


awe: CAESAR 


affel \acyp 


FOR CHILDREN’S ITEMS 


Original Taffel Wrap of shimmering metal foil . . . em- 
bossed and enlivened with juvenile patterns. Parents will 
treasure it almost as much as the gift it caresses. For 
presents that follow the stork, for holiday, birthday, and 
all special occasion wrappings, use Babyland . . . the new 
Taffel foil that flatters your merchandise and your cus- 
tomer. Available through your local jobber or send for 
samples direct. 


In rolls of 50 feet, 26 inches wide, 4 ap- 
propriate colors: silver, red, blue, pink. 


TAFFEL BROS. 


95 MADISON AVENUE 
NEW YORK 16, N. Y. 
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(Continued from page 38) 


CODE PKSE46 
Novelty Easter Egg—1 lb.—$1.65 
(Sent in for Special Analysis) 


Description of Package: A combina- 
tion package consisting of a good 
quality paper board outer box and 
an inside package of plastic in the 
shape of an egg with a ribbon tied 
around the egg. 

Style: Deep, rectangular box with % 
telescope cover outer box. 

Size and Shape: An interesting use of 
the rectangular shape for the outer 
box which is 6%” long x 45%” wide 
x 43%” deep. The inner package or 
plastic egg is fairly close to egg 
shape and is 64” long x 434%” wide 

x 4%” deep. 

Materials: Very good quality. Outer 
package flint coated cover papers 
over good quality chipboard box. In- 
ner package, moulded plastic, egg 
shaped container. 

Design: Outer box design is extremely 

simple. In fact so much so that there 

is no indication whatsoever as to the 
contents of the box. If the egg were 
packed in the box and placed any- 
where except in one of the com- 
pany’s stores, anyone who was not 
familiar with the company would 
not know what the package contain- 
ed. It could be almost anything. The 
use of the design also tends to make 
one think that the package is a gift 
from the company. The term “Easter 

Greetings” is used in one corner of 

the box and the company name in 

the other. The first impression is 
that the company is sending out an 

Easter greeting box. The inner, egg- 

shaped package in pastel colors, of 

course, dispels any doubt as to what 
it is supposed to represent, although 
when closed, it would carry no in- 
dication whatsoever as to its con- 
tents nor who produced the candy 
within. The lack of product identifi- 
cation on the cover of the box and 
lack of any identification on the plas- 
tic egg probably could be dispelled 
to a certain extent by the term, 

“Easter Assortment” or some such 

handling. 


» 


Colors: Colors used in both the outer 


box and the egg container were very 
pleasing to the eye. They were pastel 
shades of lavender and cream. 


Typography: Not entirely in keeping 


with general idea and quality of 
product from an artistic standpoint. 


Originality: Very good. 
Class of Trade: Very good. 
Appearance of Box on Opening: When 


the outer box was opened to reveal 
the plastic egg with a large ribbon 
bow on top, the effect was very 
pleasing. A die-cut pasteboard sec- 
tion placed over the top of the plas- 
tic egg held the egg in position and 
acted as protection for the ribbon 
bow. 


Box Findings: Each piece of candy 
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within the plastic egg was wrapped 
in cellophane. 

Sales Appeal: Fairly good for women 
but men are likely to rebel against 
purchase of such a gift. 

Display Value: Outer box probably 
would not have too great an appeal 
but the plastic egg would have good 
display value. 

Packaging Application: The plastic egg 
is good. However, upon opening it, 
it would seem as if the sales people 
might find it hard to pack and dis- 
play while open. Smaller pieces of 
candy might help to overcome this 
disadvantage, or even the use of a 
twist wrapped cellophane bag to con- 
tain the candy and the whole thing 
set into the plastic case. 

Remarks: The general appearance of 
this item was very good. The use 
of the ribbon was interesting and in 
good taste. The plastic egg is a 
good creative idea and offers possible 
reuse value when the candy has been 
eaten. 


CODE PK5F46 
Chocolate Assortment 
—1 lb.—$1.60 
(Purchased in a Retail Candy Shop, 
New York City) 


Description of Package: A traditional 
box of this manufacturer. Wrapped 
in cellophane with a lavender band 
around the center carrying an Easter 
motif to attract the holiday trade. 

Style: Good quality box, % telescope, 
gold ribbon pasted on top, 2 layer 
box. 

Size and Shape: Rectangular, standard 
sized 1 pound box. 

Materials: Very good. Embossed gold 
foil covered. 

Design: Rich, precious looking. De- 
sign is based on the Italian Ren- 
aissance decorations. A gold seal to 
identify package is pasted on one 
band of the ribbon. 

Colors: Various shades of gold with 
lavender wrap-around band. The 





thought out in relation to each pack- 
age and worked out so that they 
harmonized more with the package 
on which they are to be_ used. 
Many of these bands look like they 
were put on just as an afterthought 
with no regard for general harmony 
of design between ribbon and pack- 
age. 

CODE PK5G46 

Chocolate Assortment 

—1 Ib.—$!.10 

(Purchased in a Chicago Railroad 
Station) 


Description of Package: White, gold 


printed, with cellophane overwrap, 
heat sealed. 


Style: Full telescope. A blue band 


around sides of box gives the illu- 
sion of a 4% telescope box. 


Size and Shape: Standard 1 pound, 


two layer, rectangular. 


Materials: Good. 


esign: Heraldry based on an adapta- 
tion of the 1920 period. Heraldry in 
general stems from the Middle Ages 
so is always good when properly 
used. The heraldic design used on 
this package is out of balance in 
that only one lion is used on one 
side. These are termed “supporters” 
and traditionally heraldic emblems 
should have two such “supporters”. 
The design and general form could 
still be used but might be more 
striking if brought up-to-date in 
keeping with today’s. conception of 
simplified heraldry. 


Colors: Gold, red, -blue, white. Very 


neat. 


Typography: Not in keeping with the 


heraldic design. 


CODE PKS5I46 
Coffee Candy—1 lb.—No Price 


(Sent in for Special Analysis) 


Description of Package: Round, similar 


in size and style to vacuum or other 
tin-packed coffee cans. 


colors of box itself are good. 


Typography: Good. In keeping with 


design. 


Originality: This is one of the tradi- 


tional packages of this company. 


Class of Trade: Good. 
Appearance of Box on Opening: Very 


good. 


Box Findings: Cardboard inner liner 


used. Bon bon cups. One oil wrap- 
ped piece, two cellophane wrapped 
pieces. 


Sales Appeal: Possibly better for men 


than for women. 


Display Value: Fair. 
Remarks: The metallic foil overwrap 


helps to protect the candy. It also 
adds richness to the box and when 
the candy is used up and all extran- 
eous matter is removed, the box 
could have reuse value as a holder 
for -handkerchiefs or costume jewelry 
for milady. In the use of the season- 
al bands, they could perhaps be 


Style: Round, paperboard. 

Size and Shape: 5” in diameter x 4” 
deep. 

Materials: Good. 

Design: Overwrap printed with South- 
ern scenes in profusion. 

Colors: Red, green, blue, yellow, cream. 

Typography: Good. 

Originality: Good. 

Appearance of Box on Opening: Very 
good. Each piece is wrapped in red 
cellophane and the whole wrapped 
in a heat-sealed cellophane (clear) 
bag. 

Sales Appeal: Good to those who 
know and like coffee candies. 

Display Value: Good. 

Packaging Application: Very good. 
Carries out coffee can idea. 

Remarks: Excellent inner wrappings 
help to maintain coffee flavor well. 
Package is well: made but design 
could be modernized and simplified. 


(Continued on page 49) 
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A well made center, fully flavored and 
properly cooked, deserves the best in 
chocolate for its covering. Why risk 
your reputation and handiwork? Use 
only Merckens Chocolate Coatings. 


SALES OFFICES and STOCK MERCKENS CHOCOLATE CO. INC. 


in Boston, Mass., New York, N. Y. 
Chicago, Ill. and Los Angeles, Calif. 506 Seventh Street, Buffalo, New York 
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Plan Your Requirements 
For the Coming Season---NOW 


Use MARWYN Quality 


ROLLER PROCESS POWDERED WHOLE MILK 
For Year-round Confections IT'S ECONOMICAL TOO! 


Increase the poundage yield of the batch without having to increase the amount of 
sugar, by using larger quantities of roller-process powdered whole milk in a given 
formula. 


Our laboratory experts can supply you with simplified formulas for Fudges, Grained Caramels, Grained 
Nougats, Seafoam Kisses, Roll Cream Centers, Cast Cream Centers, and others. 


Write for details! 
MARWYN DAIRY PRODUCTS CORPORATION 


111 West Seventh Street 141 West Jackson Bivd. 70 Pine Street 
LOS ANGELES, CALIF. CHICAGO, ILLINOIS NEW YORK, N. Y. 
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The mechanics of production are 
better than the design. 

Originality: Fair. 

Class of Trade: First Class. 

Appearance of Box on Opening: Good. 

Box Findings: Padding good. Nicely 
printed guarantee which lends a feel- 
ing of quality to the package. Inter- 
esting use of dividers. 

Display Value: Good. Colors are dis- 
tinct. The embossed white paper 
overwrap with the design embossed 
on the wrap is clear. Bottom of box 
is gold foil wrapped, which further 
increases attention value. 

Remarks: All pieces in chocolate col- 
ored bon bon cups. The unbalanced 
heraldic design is somewhat dis- 
turbing to the eye. 


CODE PK5H46 
Pecan Pralines—1 oz.—No Price 
(Sent in for Special Analysis) 


Description of Package: Package is 
square and 12 of the individual ones 
fit into the large outer carton. 

Style: Chipboard boxes, tuck in flaps. 
Shipping carton, fold in flaps over- 
wrapped with yellow base paper, 
glue sealed. 

Size and Shape: Individua! containers, 
each of which holds one praline 
weighing one ounce is 4” square x 
%” deep. Outer shipping container 
is 10” long x 4%4” square and holds 
12 individual packages. 

Materials: Fair. 

Design: Interesting. Southern scenes 
around both on individual containers 
and on the shipping container. All 
in bright colors. 

Colors: Red, blue, yellow, green, and 
white. 

Typography: Fair. 

Originality: Good. 

Class of Trade: Good. 

Appearance of Box on Opening: Good. 

Remarks: There is profuse use of color 
and scenic effects. Each individual 
scene is interesting but the whole 
design is too “busy” and does cause 
some conflict in the mind of the 
purchaser. Each element is so im- 
portant that none stands out as dom- 
inating. 





CODE PK5J46 
General Assortment Box (empty) 
—2 lbs.—No Price 
(Sent in for Anaylsis) 

Description of Package: Tin box Litho- 
graphed. 

Style: Round, two-pound size. 

Size and Shape: Round, 934” diameter 
x 24%” depth. 

Materials: Tin. 

Design: Southern Scenes. Handling of 
these scenes on this package is very 
well done. One large scene dominates 
all the rest. The scenes around the 
edge of the box are sharp and clear 
cut. 

Colors: Cream background with de- 
signs lithographed on box in blue, 
green, and brown. Colors harmonious 
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and subdued. Very attractive. 

Typography: Excellent. In keeping 
with general appearance of box. 

Originality: Good. 

Class of Trade: First. 

Sales Appeal: Good. 

Display Value: Very good. Appealing. 

Remarks: This is an excellently pre- 
pared box as far as design and col- 
ors are concerned. The Southern 
motif is well conceived with the 
sketches particularly well done and 
appealing. Under proper lighting, 
this box would have especially good 
customer-attraction qualities. Box 
has high reuse value, too. 


CODE PKSK46 
Deluxe Chocolate Assortment 
(Purchased in a Retail Candy Shop, 
New York City) 

Description of Package: 
box, full telescope. 

Size and Shape: Rectangular. 
x 6%” wide x 1%” deep. 

Materials: Good. 

Design: Good. 

Colors: Pale green and metallic green. 

Typography: Very good. 

Originality: Good. 

Class of Trade: First class. 

Appearance of Box on Opening: Good. 

Box Findings: Paper wadding on top, 
glassine sheet next to candy. Choco- 
late bon bon cups. Several gold foil 
wrapped pieces. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: This is a very attractive and 
unusual box. Design is neat and 
“clean” appearing. The use of the 
pale and darker green gives good 
eye-appeal and good display value. 
There is some feeling against the use 
of green in connection with foods 
among some packaging specialists, 
but this package is enhanced by the 
use of the color. 


CODE PKS5L46 
Chocolate Assortment 
—2 lbs.—$3.00 


(Purchased in a New York Depart- 

ment Store) 

Description of Package: Oval shaped 
two-pound box with ribbon mounted 
on top half of box. Full telescope 
box. 

Size and Shape: Oval shaped, 1114” 
long x 7%” wide x 1%” deep. Box 
has extension edges, top and bottom. 

Materials: Very good. Slightly embos- 
sed to give satiny fabric appear- 
ance. 

Design: Very appropriate for Easter 
season. 

Colors: Lavender background with 
spots of yellow all in pastel shades. 
Colors are pleasingly attractive. 

Typography: None. A gold seal in- 
serted under edge of top portion of 
box carries name of box assortment 
and company name. 

Originality: Good. 

Class of Trade: Good. 


Two-pound 


11%” 
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Appearance of Box on Opening: Good. 

Box Findings: Wadded tissue, with 
embossed padding layer beneath. 
Chocolate colored bon bon cups. 

Sales Appeal: Good for Easter trade. 

Display Value: Fair. 

Remarks: Package evidently designed 
for the Easter trade with retention 
value in mind. Pink and lavender 
ribbon adds to general attractive- 
ness. Suggest name of company be 
placed somewhere on bottom of box 
to identify it after opening for the 
advertising value and possible re- 
purchasing information. Also could 
have data on product and contents 
there, too. Dividers used attractively. 





CODE PKSM46 
Candy Coated Popcorn 
—1 Ib.—90c 
(Sent in for Special Analysis) 

Description of Package: Cellophane 
bag, heat sealed, with pasteboard 
tab attached to top of bag, contain- 
ing a trademark in light blue to 
tie in with tradename. 

Size and Shape: Cellophane bag holds 
one half pound. Shipping carton 
priced at 90c contains two half 
pound bags. 

Materials: Good. 

Design: Product itself forms the de- 
sign through the transparent cello- 
phane. 

Colors: Product coated in bright col- 
ored candy syrup. Blue printing on 
identification tab. 

Typography: Poor. 

Originality: Very good. 

Class of Trade: Probably would appeal 
greatly to children and some to 
adults. 

Appearance of Package: Good. 

Sales Appeal: Good. 

Display Value: Good. Shipping con- 
tainer not in keeping with bagged 
product if sold in the 1l-pound box 
form. 

Remarks: A good package idea but 
not too well designed from a typo- 
graphical design standpoint. Suggest 
a “window” in outside container to 
allow the colorful product to show 
through. Name does not suggest ac- 
tual product as candied popcorn. 


CODE PKSN46 
Chocolate Novelty Pop-Corn 
(Sent in for Special Analysis) 

Description of Package: Round box, 
“coffee can” size. 

Size and Shape: Cylindrical, 534” in 
diameter x 37%” in depth. 

Materials: Very good. 

Design: Fair. Trademark is attractive 
and interesting but is lost on the 
blue background. 

Colors: Blue background, black typo- 
graphy. Color of blue is rather dark. 

Typography: Good. 

Originality: Good. 

Class of Trade: “Hollywood”. (How- 
ever, members of the packaging clinic 








BACHMAN KNOWS FINE CHOCOLATE 


| 


Coatings * Liquors * Cocoa 


Milk Chocolate Goods a Specialty 


BACHMAN CHOCOLATE MFG. CO. 


Mount Joy, Pennsylvania 














Me 


You get a fine upst 


WHEN WHIPPED UP, Swift's Brookfield 

Fluff-Dried Albumen Stays up. You get an airy, 
foamy whip that stays firm longer, makes your 
candy mix go farther—and costs less too! Swift 
2 y uses only fine quality eggs which have been 
carefully candled and graded in their 

patented process, which retains the bland 

flavor and natural characteristics of 

fresh egg whites. Swift's Brookfield 

Fluff-Dried Albumen never clumps 

and needs no soaking. 


Keep in touch with your Swift Salesman 
or your nearest Swift Branch so you'll be 
sure to get your share of this fine Swift product. 


Copyright, 1945, Swift & Co. 
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y -all wished they lived in Hollywood 
so as to enjoy more of the product! 
ED.) 

Appearance of Box on Opening: Very 
good. Made up in layers separated 
by glassine coated corrugated paper. 

Box Findings: Good quality board. 
Waxed paper wadding. Waxed cor- 
rugated inner liner, and dividers. 

Sales Appeal: Fair. Suggest colors be 
checked up on box. 

Display Value: Poor. Suggest a trans- 
parent top be used to show off 
candy which is interesting in form 
due to shape of pieces of pop corn. 

Packaging Application: Good use of 
this type of box, in keeping with 
quality and unusualness of type of 
candy. 





Remarks: Design should be adjusted 
to paper. Elements of the design 
need to be brightened up because 
they are more or less lost against 
current background unless light falls 
on box just right. A four page fold- 
er discusses the firm and the pro- 
ducts and is interestingly presented. 


CODE PK5046 
Assorted Chocolates—! lb.—$1.10 
(Sent in for Special Analysis) 
Description of Package: One layer, 
full telescope. 

Size and Shape: Rectangular, 9” long 
x 64%” wide x 1” deep. 

Materials: Good. 

Design: Poor. 

Colors: Brown on cream base. Fair. 





WASTE NOT--WANT NOT! 


Prevent drying ... molding ... fermentation... 


with 











For over 30 years, NULOMOLINE has been used 
in caramels, creams, fudge, nougat, jellies, marshmal- 
low, marzipan and lozenges, to keep candies fresh 


until consumed. 


Furthermore ... under existing conditions. >. 
NULOMOLINE may be used to replace all or. part 


of the corn syrup normally used. 


Replace corn syrup with NULOMOLINE on 
a pound-for-pound basis, Or. ‘better yet, 
forward us your formulas, and we shall 
be glad to advise specific amounts of . 


NULOMOLINE to be used.” 
NULOMOLINE SERVICE is at:your service! 


THE NULOMOLINE COMPANY 
Manufacturers of Nulomoline 
STANDARDIZED INVERT SUGAR AND SYRUPS 

120 Wall Street, New York 5, N. Y. 


330 East N. Water St. 
Chicago 11, Iilinois 


NULOMOLINE LIMITED: 1410 Stanley St., Montreal 2, Canada 


751 Terminal St. 
Los Angeles 21, Calif. 











Typography: Fair. 

Class of Trade: Good. 

Sales Appeal: May be good to cus- 
tomers of store, 

Remarks: Name probably means some- 
thing only to local people who trade 
at the store. Too little detail. No 
selling of product or brand. 
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WHAT COULD 
BE SWEETER 


. than passing your sweetening 
problems to someone else? That's 
where we, as sweetening specialists, 
come iri. Our nearest office will be 
happy to go into the “how, when 





and why”. 


BETTER 
SUGAR 





SERVICE 


FUCHS 
& COMPANY 


96 WALL ST. BOwling Green 9-7171 


PHILADELPHIA 


465 DREXEL BUILDING Market 5258 








Subscribe to 
THE MANUFACTURING 
CONFECTIONER 


Only $3.00 per year—$5.00 
for 2 years. 


@ Feature Articles 

@ Candy Clinic 

@ Candy Packaging 

@ Candy Equipment Preview 

@ Technical Literature Digest 
@ Manufacturing Retailer 

@ Book Reviews 


And many other features 





400 W. Madison — CHICAGO 6 
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THE 
STANDARDIZED LECITHIN 


2 
AND OUR "KNOW-HOW" 
ARE AN UNBEATABLE TEAM 


Fifteen years ago we introduced YELKIN to the Confectionery 
asic control factor—its universal acceptance 


Industry as a 
and use today substantiates our every claim—Yes, we know 
lecithin and how to use it. Our Service Department is anxious 


to be of assistance to you. Write today. 

















Now that War-time restrictions have 
been removed, our Service Staff—the 


same staff of nationally known produc- 
tion men—are going back into action 
to help you in your post-war plans. 





ROSS & ROWE, INC. 


NEW YORK 13, N. Y. 


75 Varick St, 
CHICAGO 11, ILL. 
SOLE SELLING AGENTS FOR 





AMERICAN LECITHIN COMPANY 
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APPLE PRODUCTS 


ET THE STANDARD FOR QUALITY 
more than a half a century Speas has led the 

Id in improving the qualify of apple products. 
\Pear after year able techniciags have worked in well- 
equipped laboratories to impfove every product that 


bears the Speas label. — why you can always 


depend on Speas for Quality ! 
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WES UNDUSTRW’S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
heave been submitted by manufacturers desiring this impartial criticiam of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any ene of these samples may be yours. 
Thies series of frank crificiems on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert. are exclusive features of THE MANUFACTURING CONFECTIONER. 


Assorted Chocolates and Easter Novelties 


CODE 5A46 
Assorted Chocolates—1 lb.—$1.25 
(Sent in for Analysis No. 4474) 


Appearance of Package: Good. 

Box: Two layer, full telescope type, 
white embossed paper, embossed in 
gold and red, cellulose wrapper. 

Appearance of Box on Opening: Fair. 

Number of Pieces: 16 dark coated; 20 
light coated. 

Coating: Dark and Light. 

Colors: Good. 

Gloss: Good. 

Strings: Fair. 

Taste: Good. 

Dark Coated Centers: 

Peanut Cluster: Good. 

Raisin Cluster: Good. 

Cordial Cherry: Good. 

Vanilla Marshmallow: Fair. 

Vanilla Caramel: Partly grained. 

Nut Nougat: Good. 

Nut Chew: Very sticky: 

Fudge: Fair. 

Orange Cream: Fair. 

Maple Nut Cream: Good, 

Brazil in Cream: Cream: Poor. 

Marshmallow and Pecan: Marshmal- 
low: Tough. Could not identify 
flavor. 

Mint Cream: Not a good mint flavor. 

Vanilla Cream: Good. 


’ Light Coated Center: 


Molasses Chew: Fair. 

Raisin Cluster: Good. 

Filbert Cluster: Good. 

Nut Nougat: Good. 

Vanilla Caramel: Too chewy. 
Lemon Cream: Fair. 

Brazil in Cream: Cream: Poor. 
Jelly: Could not identify flavor. 
Nut Chew: Too sticky. 

Maple Nut Cream: Fair, 
Vanilla Marshmallow: Fair. 
Cordial Cherry: Good. 
Marshmallow and Nut: Poor Marsh- 
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mallow, could not identify flavor. 
Almonds: Good. 
Mint Cream: Cream: Poor. Not a 
good mint flavor. 
Vanilla Nut Cream: Good. 
Jordan Almonds: Good. 

Assortment: Fair. 

Remarks: Quality of the centers is not 
up to standard; poorly made creams. 
Some of the flavors are off; the 
cheaper grade chewy pieces are 
tough and stick to the teeth. More 
butter or fat would improve these 
pieces. Suggest a few hard candy 
pieces to improve the assortment. 
Chocolates are in the 70c a pound 
class. 

CODE 5B46 
Assorted Chocolates—1 lb.—$1.10 
(Sent in for Analysis No. 4476) 


Appearance of Package: Fair. 

Box: One layer type. Buff colored, 
name in brown, tied with brown 
grass ribbon. 

Appearance of Box on Opening: Good. 

Coating: Dark. 

Color: Good. 
Gloss: Good. 
Strings: Fair. 
Taste: Good. 

Number of Pieces: 42, 1 pecan roll 
slice, wax paper wrapper, 1 choco- 
late layer marshmallow caramel wax 
paper wrapper, one vanilla nut cara- 
mel, wax paper wrapper. 

Centers: 

Orange Peel: Good. 
Walnuts: Good. 

Filbert Clusters: Good. 
Pecan: Good, 

Raisin: Good. 

Cashew Twins: Good. 
Brazils: Good. 

Cordial Cherry: Good. 
Date: Good. 


Glace Pineapple: Good. 

Vanilla Cream: Good. 

Buttercream: Good. 

Orange Cream: Good. 

Maple Cream: Good. 

Chocolate Cream: Good. 

Chocolate Nut Caramel: Good. 

Chocolate Cream and Fruit: Had a 
bad taste. 

Molasses Coconut Cream: Good. 

Nougat: Good. 

Cordial Pineapple: Good. 

Vanilla Caramel: Good. 

Cherry Cluster: Good. 

Wax paper wrapped Vanilla Cara- 
mel: Good. 

Wax paper wrapped Chocolate and 
Marshmallow Layer Caramel: 
Good. 

Wax paper wrapped Caramel: Good. 

Pecan Nougat Roll: Good. 

Assortment: Good. 

Remarks: Suggest box be wrapped in 
a cellulose wrapper as it was finger 
marked and a soil spot was on the 
cover. 

Suggest a few hard candy centers 

be used to improve the assortment. 

One of the best boxes of chocolates 

at this price that the Clinic has ex- 

amined this year. 





CODE 5C46 
Assorted Molded Filled 
Chocolates—13 ozs.—$1.65 
(Sent in for Analysis No. 4475) 

Appearance of Package: Good. 

Box: One layer type, coral colored 
paper, embossed in gold, tied with 
green grass ribbon. 

Appearance of Box on Opening: Good. 

Coatings: Dark and light. 

Colors: Good. 
Gloss: Good. 


(Please turn to page 56) 
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The Automatic 
Hard Candy Machine 


Model E 


For producing all hard candies of 
spherical shape. 


Balls 
Kisses 
Barrels 
Eggs 


Olives, etc. 


One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 
Our Model E incorporates all the 
developments of previous experience 


A Ten to One Favorite. 


John Werner & Sons, Inc. 


ROCHESTER 13, N. Y. 








@ Two Types Available 
a. Dolly type machine 
b. Lift truck machine 


@ Timed to expel predeter- 
mined number of trays. 


®@ Maintenance costs are low. 
The gear box housing the 
complete driving mechanism 
is completely enclosed, seal- 
ed and running in oil. In de- 
sign, we have stressed the 
continued use of all standard 
roller chain sprockets and 
gears whenever possible. 


1837 W. GRAND AVE. 








CURRIE 
Automatic 
Stocker 


THE MODERN WAY TO STACK STARCH TRAYS 


Guarantees Greater Production at Lower Cost 


@ Saves labor; these machines 
are capable of paying for 
themselves in less than one 
year of operation in labor 
costs alone. 


@ Precision-ized with Timken 
tapered roller bearings. 


@ Will operate as fast as the 
mogul and automatically 
times itself to the speed of 
the mogul. 


@ By actual tests, will handle 
more trays per day than by 
manual stacking. 


@ Installation from three to 
five hours without interrup- 
tion of production. 






Call, Write, or See Us for Full Details 


CURRIE MANUFACTURING CO. 


CHICAGO, ILLINOIS 
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Taste: Good. 

Shapes: Good. 
Moulding: Very Good. 

Number of Pieces: 25 dark; 18 light 
coated. 

Dark Coated Centers: 

Raspberry Jelly: Good. 

Chocolate Caramels: Good. 

Caramel Shell: Good. 

Strawberry Cream Shell: Good. 

Vanilla Cream Shell: Good. 

Peppermint Cream Shell: Not a good 
peppermint flavor. 

Light Coated Centers: 

Chocolate Paste Shell: Good. 
Chocolate Paste & Cracker: Good. 
Caramel Shell: Good. 

Jelly Shell: Could not identify flavor. 

Assortment: Too small. 

Remarks: Suggest that at least four 
more different shell centers be add- 
ed to the assortment. 

Peppermint oil is not up to standard 
used in good peppermint creams. 
Suggest following centers — nut 
paste, fudge, nougat, cordial fruits, 
orange cream and praline paste cen- 
ters. 

CODE 5D46 

Assorted Shell Chocolates 

—1 Ib.— $2.00 

(Purchased in a Department Store, 
Indianapolis, Indiana.) 

Appearance of Package: Good. 

Box: One layer, bottom red extension 
type, top buff colored, dark brown 
center embossed in gold, tied with 
pink ribbon. 

Appearance of Box on Opening: Good. 

Coating: Dark. 

Color: Good. 
Gloss: Fair. 
Moulding: Good. 
Taste: Good. 

Number of Pieces: 50 

Shell Centers: 

Solid Chocolate and Nuts: Good. 
Chocolate Paste: Good. 

Jelly: Could not identify flavor. 
Vanilla Caramel: Good. 
Chocolate Paste: Good. 

Vanilla Cream: Good. 

Chocolate Cream: Good. 

Praline: Good. 

Chocolate Ganach: Good. 

Coated Centers: 

Paste: Poor flavor. 
Chocolate Paste: Dry and hard. 

* Pink Jelly Paste: Could not identify 

flavor. 
Solid Chocolate Cup: Good. 
Nut Nougat: Good. 
Chocolate Caramel: Good. 

Assortment: Fair. 

Remarks: Suggest some of the flavors 
be checked up as they are not up to 
standard. A few dipped nut meats 
would improve the assortment; also 
a hard nut nougat or crunch. 


CODE SE46 
Sitting Chocolate Rabbit 
—14 ozs.— $1.39 
(Purchased in a retail store, Boston, 
Mass.) 
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The Candy Clinic Shopper Reports 


hocolate rabbits, a wartime 

casualty for four years, 
graced the shops and windows of 
various New York candy shops 
this Easter. Chocolate eggs and 
molded baskets “also could be 
found. 

“This is the first time in four 
years that we’ve had such mer- 
chandise to display,” the proprie- 
tor at Schwartz Homemade Can- 
dy Shop on West 72nd St., said. 
“We devoted a good bit of our 
chocolate quota to making them, 
but we felt the youngsters 
shouldn’t be overlooked.” 

Schwartzs’ and its Aux Deli- 
ces (Lexington Ave.) had large 
sitting bunnies for $1.98; smaller 
standing ones for 89 cents. A 
chocolate cart was pulled by an 
eager bunny. Long-eared twin 
bunnies looked out of a chocolate 
basket. A mother hen, occupied 
with laying eggs in a large choco- 
late panier, cost $2.49. 

Loft’s displayed chocolate bun- 
nies in Easter baskets until it ran 
out of baskets. At the East 42nd 
St. store, 1,700 long-eared bun- 
nies went on sale sans _ baskets. 
Cost ranged from 17 to 42 cents 
for two-, four-, and eight-ounce 
bunnies. Twelve, Easter Eggs, each 
in its own compartment .and 
weighing in all, one pound, came 
in a square box with an attrac- 
tive boy and girl fresh from the 
farm on the cover. Included 
wére four chocolate eggs with 
chewy centers, four of nut-cov- 
ered caramel, four of pastel-hued 
fondant. Price was 79 cents. 

Rosemarie of Paris offered rab- 
bits of either bittersweet or milk 
chocolate, which, according to 
size, cost 25 cents to $5. Choco- 
late eggs ranged from 25 cents to 
$10. Some, covered with gilt and 
tied with satin ribbons, were 
filled with selected specialty choc- 
olates. 

Loeser’s, in Brooklyn, presented 
huge chocolate-covered eggs, each 
weighing a full pound and indi- 
vidually packaged for $1.09. Be- 
hind the chocolate front was a 


sia 

Appearance of Package: Good. 

Box: Slip cover type, printed in yellow, 
blue and green, rabbits, chicks, etc., 
printed in colors. 

Rabbit: 

Size: Good. 

Moulding: Very good. 

Chocolate: Dark: Color: Good. 








fondant cream with chopped 
fruit and nuts. , 

Henry Wyle, on Madison Ave., 
showed handmade chocolate eggs, 
about six inches long, beautifully 
decorated with candy flowers, 
swans, and rabbits in a variety 
of colors. Costing $5, the eggs 
opened up and inside was an as- 
sortment of the shop’s chocolates, 
each one in an individual paper 
cup. Smaller eggs, untrimmed and 
filled with jelly beans, cost $1.25. 

Gimbel’s had one-pound choco- 
late eggs filled with coconut 
cream for $1. Two-pounders were 
$2. Baskets with chocolate bun- 
nies and eggs and jelly beans 
ranged from $1.69 to $11. 

Hearn’s had chocolate bunnies 
and two sizes of Easter eggs; ela- 
borately decorated ones for $2.98 
and plainer ones decorated with 
golden Easter greetings for 98 
cents. Marzipan chickens cost 49 
cents. 


Castle Chocolate Co., on Green- 
wich St., featured long-eared rab- 
bits for $1.10 and marzipan in 
holiday regalia. Marzipan bun- 
nies in a variety of colors cost 
45 cents. Marzipan chicks coming 
out of eggshells cost 20 cents. 

Princess de Condé, on Park 
Ave., displayed three special pack- 
ages. Each held one of the firm’s 
regular assortment of Continental- 
style chocolates. Done in pale 
shades of yellow and purple, one 
box depicted two bewildered 
chicks standing beside two eggs. 
Another showed a duck breaking 
out of an egg. The third featured 
a rabbit confronted by a whole 
nest of eggs. The one-pound 
boxes were priced at $2.50, $3, 
and $3.75, depending on the as- 
sortment selected. 

Barracini offered chocolate bun- 
nies from 20 cents to $1.05. Also 
featured were plush bunnies, 
ducks, and roosters. 

Huyler’s offered Jordan  al- 
monds at $1.25 a pound, choco- 
late-covered ones at $1.50 a 
pound. 


Gloss: Good. 

Taste: Good. 
Yellow ribbon bow on neck. Overall 
wrapper of amber colored cellulose. 
Green wax tissue used for padding 
in box. 


Remarks: The best chocolate rabbit 
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Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 


FROZEN WHITE «+ FLAKE ALBUMEN « POWDERED ALBUMEN 
SPRAY ALBUMEN « also EGG YOLK: FROZEN OR DRIED 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CORP. OF america) 
393 Seventh Avenue, New York 1, N. Y. 


Plants at: witcHITA FALLS 
Texas Oklahoma 


CONFECTIONERS CRYSTAL 3 STAR CORN SYRUP* 
CERELOSE*... DEXTROSE SUGAR 





CONFECTIONERS STARCHES 


*T.M. Reg. U. S. Pat. Off. 


Corn Products Sales Company « 17 BATTERY PLACE « NEW YORK 4, N. Y. 


CHICKASHA 


McKENZIE NASHVILLE 
Tennessee Tennessee 
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mericans Were Here! 


The variety and fine quality of 
American candy has been a rev- 
elation in every part of the world 
to which the G. I. has carried it. 
Equally amazing to the native is 
the fact that in America such 
confections are enjoyed by all 
classes. 

No other country has suc- 
ceeded in making pure, whole- 
some, delicious candy abundant 
and inexpensive; because in no 
other country have candy manu- 
facturers made wide use of corn 
syrup, confectioners starches and 
dextrose. 
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CLOVE OIL 


Clove oil finds its biggest 
use in hard candy. It is also 
good for clove mints, and 
used in chewing gum some- 
times as a blend with cinna- 
mic aldehyde. It may be used 
in chocolate coatings to de- 
velop a distinctive flavor. 


Today Lueders is one of 
the largest distillers of clove 
oil. We invite you to con- 
sider clove oil U.S.P. XII 
G. L. from (Zanzibar) buds 
as a flavor improvement to 
your candy line. 


Established 1885 
George 


Lueders 
& Co. 
427-29 Washington St. 
New York 13 


CHICAGO, 510 N. Dearborn Street 
SAN FRANCISCO, 56 Main Street 
MONTREAL, CAN., 36! Place Royale 
Repr. in Philadelphia and St. Louis 
Los Angeles and Toronto 








at this price that the Clinic has ex- 
amined this year. Very well made 
and neatly packed. 


CODE 5F46 
Chocolate Egg—6 ozs.—$1.00 
(Purchased in a retail store, Boston 
Mass.) 

Appearance of Package: Good. 

Box: Full telescope, printed in yellow, 
blue and green. Rabbits, chicks, etc., 
printed in colors. 

Egg: 

Size: Good. 
Moulding: Very good. 
Chocolate: Dark: Color: Good. 
Gloss: Good. 
Taste: Good. 
Easter Greetings fastened to egg 
made out of gold paper. Green wax 
tissue used for padding. 

Remarks: Mould had an embossed rab- 
bit on top. 

The best egg at the price that the 
Clinic has examined this year. 
Well made and neatly packed. 


CODE 5G46 
Kiddie Easter Assortment 
—8 ozs.—60c 
(Purchased in a department store, 
Boston, Mass.) 
Appearance of Package: Good. 


Box: One layer type, cover printed in 
lavender, rabbits on top printed in 
colors. 

Appearance of Box on Opening: Good. 

Contents: 

8 Gum Eggs: Sugared. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 

4 Gum Rabbits: Sugared. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 

Jelly Beans: 

Colors: Good. 
Finish: Good. 
Texture: Good. 
Flavor: Fair. 

Remarks: A neatly packed novelty box 

but a trifle high priced at 60c. 


CODE 5H46 
Decorated Chocolate Creams 
—3 for 10c 
(Purchased in a 5c & 10c Store) 

Sold in Bulk 
The idea of the piece is very good. 
The chocolates are about 30 count 
pieces, sugar rabbits and chicks in 
colors are pasted on top. 

Coating: Dark: Good. 
Gloss: Good. 
Center: Good. 








FOOD for 


Buyers utilizing Dyer Service 
often have a distinct advantage 
over their competitors—why? 

Because Dyer supplies service— 
not merely pleasant sales person- 















alities. Buyers profit from the information, 
forecast and analysis of 


THOUGHT 











B. W. DYER & COMPANY 


Sugar Economists and Brokers 
120 Wall St., New York 5, N. Y. 


Phone WH 4-8800 

























flavor. 


apolis. 


SUGAR WORRIES? 


Try our ready-to-dip fruit centers. Two styles. 
LIGHT MIX—selected light fruits for a delicious light center. 
DARK M1IX—Includes greater assortment for variety and 


These machine-made ball centers are a blend of selected, honey- 
dipped mixed fruits that come to you lightly starched and ready to 


ip. 
Order a trial shipment from this ad at 29c per pound, F.O.B. Minne- 


or write for details. 


624 Third Avenue North 
CAYOL FOODS MINNEAPOLIS 3, MINNESOT* 
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Decorations: Good. 

Remarks: While pieces may seem a 
trifle high priced, the piece is a good 
novelty for tables, decorating bas- 
kets, etc. _ Any: retail store could 
make these pieces and we feel that 
they will be in demand for other 
holidays. 

CODE 5146 
Cardboard Easter Novelty 
—% ozs.—19c 

(Purchased in a pastry store, NYC) 

Appearance of Novelty: Good. 

Board Duck in Colors, small box of 
Hard Candies attached to back. 

Colors: Good. 


(Please turn to page 60) 
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HNSON'S- 


Since ‘ 1877 
Quality Supplies 
for 


Candy Craftsmen 


importers — Distributors 
Manufacturers 


H.A.JOHNSON CO. 


221 State St. 28 N. Meere St. 
Beston 9, Mass. New York 13, N. Y. 


| 
| 
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N.C. TAFT Co. 





SOLVAY “4/4 Gud 
Potassium Carbonates 





Delicious “Dutch Process” Cocoa and Chocolate 


call for treating chocolate beans with a high Available in: 

grade, pure potassium carbonate. Leading man- Calcined  99-100% 
ufacturers have found the perfect product in Hydrated 83-85% 
SOLVAY Potassium Carbonates. It gives sure, Liquid MT 





even results every time. 
1 


CONTROLS THE QUALITY AND PURITY OF YOUR CHOCOLATE AND COCOA” 


SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 


40 Rector Street New York 6, N. Y. 
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TRUTASTE FLAVORS <= These IMITATIONS RIVAL NATURE'S - 


lestful, Tangy CHERRY 
Full-Bodied, Rih GRAPE 
Luscious STRAWBERRY 
Tantalizing RASPBERRY 
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224-230 .W. HURON 
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Flavors: Fair. 

Sugaring: Good. 

Remarks: Flavors are not up to stand- 
ard. Good looking novelty for 19c. 





CODE 5]J46 
Easter Novelty 
—no weight stated—15c 
(Purchased in a department store, 
N.Y.C.) 

Appearance of Novelty: Good. Made 
of colored pipe cleaners and paper 
rabbit head, tied with pink grass 
ribbon. Board cup base filled with 
gums. 

Gums: Cellulose wrapper of amber col- 
or. 

Colors: Good. 
Texture: Good. 
Flavors: Fair. 

Remarks: A good looking novelty and 

cheaply priced at 15c. 


CODE 5K46 
Easter Novelty 
—no weight stated—25c 
(Purchased in a department store, 
N.Y.C.) 

Appearance of Novelty: Good. Made of 
colored pipe cleaners and paper rab- 
bit tied with lavender grass ribbon: 
base filled with gum drops with am- 
ber cellulose wrapper. 

Gums: 

Colors: Good. 
Texture: Good. 
Flavors: Fair. 





Remarks: A good looking Easter nov- 
elty. Cheaply priced at 25c. Neat 
and attractive. 

CODE 5L46 
Easter Novelty Tray 
—% oz.—15c 
(Purchased in a retail candy store, 
Boston, Mass.) 

Appearance of Novelty: Good. Pink 
paper tray, cellulose wrapper. 

Centents: 1 gum rabbit: 

Color: Pink, sugared: Good. 

Texture: Good. 

Flavor: Good. 

Jelly Beans: 

Colors: Good. 

Finish: Good. 

Texture: Good. 

Flavors: Fair. 

Remarks: A good looking Easter nov- 
elty at 15c. 


w 


CODE 5M46 
Cream Chick Easter Novelty 
—2%2 ozs.—25c 
(Purchased in a 5c & 10c Store, 
Boston, Mass.) 
Appearance of Novelty: Good. Cellu- 
lose wrapper. 
Crystallized Cream Chick: 
Color: Yellow. Sugar decorations on 
top. Good. 
Texture: Good. 
Moulding: Good. 
Flavor: Good. 
Sugar Decorations: Good. 
Remarks: A trifle small for a 25c seller. 





Se Simple .. 
Se Gast. . 





THE NEW 


INSTANT and CONTINUOUS 


FONDANT MACHINE 


Makes Smoother Fondant 


It's A” Dream” To Onerate --- 


So Easy .. lh - 


Se Clean .. ! 


KENMER PROUUCTS 














CODE 5N46 
'' Pop Easter Novelty -::: 
—about 2 ozs.—10c 


(Purchased in a 5c & 10c Store, 
Boston, Mass.) 

Appearance of Novelty: Good. 
Piece is a fudge bar dipped in choc- 
olate and a stick is inserted similar 
to a hard candy pop stick. Cellulose 
bag tied with yellow grass ribbon 
Sugar decorations in colors on top 
of pops. 

Coating: Dark: Fair. 

Center: Color: Good. 
Texture: Good. 
Taste: Good. 

Sugar Decorations: Good. 

Remarks: A neat and attractive nov- 
elty for children. Cheaply priced at 
10c. 


CODE 5046 
Candied Pop Corn—1! lb.—90c 
(Sent in for Analysis No. 4471) 

Appearance of Package: Good. 

Container: Cellulose bag, printed paper 
seal inside. 

Colors: Good, except red, which was 
too bright. 

Texture: Good. 

Flavors: Good. 

Remarks: A well made sugared Pop 
Corn. Suggest less red color be used 
on red corn. The best sugared pop 
corn that the Clinic has examined 
this year. Highly priced. 
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| flavors and extracts! 


te you. 














if it’s Flavors-— 


its De Qu 


For Complete Flavor Service! 


S FREE! 


* New booklet of P & S products — 
- contains many helpful hints on how 
© you can get the most from your | 


| If you want special advice to help 
> you solve your flavor 
-P & S Research Laboratories will 
_ develop a flavor to meet your own 
~ specific requirements for taste and 
cost limitations — without any charge 


\ 667 Washington Street « New York 14, N. Y. 


problems, 





POLAK & SCHWARZ. IN. 


30 N. LA SALLE STREET | 
CHICAGO 2, ILL. 
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New High Speed 
SPECIALITY 
NUT ROASTER 


\/, the labor 
SAVES(i /, the fuel 


IMPROVES poe 
V/, the roasting oil Appearance 


Two Bags—250 Pounds of Nuts—Every 12 to 15 Minutes! 


Fourteen years of development work have produced this new high- 
speed, two-bag SPECIALITY NUT ROASTER. Nuts start to roast im- 
mediately when immersed . . . they-absorb less oil and therefore are 
crisper and tenderer. High speed roasting gives the oil no chance to 
break down . . . there is no discarded or scrap oil . . . filtering is not 
necessary ... and the oil when properly rotated stays like new. Pro- 
duction rate is sufficiently high to permit the use of a quantity of oil 
equal to the capacity of the unit in one day. Particles settle into 
skillfully designed cold zone where they cannot burn and can easily 











be removed. 





SPECIALITY COOLING TABLES designed to cool the nuts and keep 
up with the roaster. WRITE TODAY FOR FULL INFORMATION. 


Floor space required: 512" deep, 72" wide. 
Heights from 532" (regular) to 36". 


OTHER FRYERS FOR OTHER PURPOSES 


SPECIALITIES APPLIANCE CORPORATION 
341 EAST OHIO STREET * CHICAGO 11, ILLINOIS 


TWO-BAG UNIT 








CODE 5Q46 
Chocolate Coated Pop Corn 
—1 lb.—$1.50 
(Sent in for analysis No. 4473) 

Appearance of Package: Good. 

Container: Round cylinder shaped box; 
outside band of blue paper printed 
in black. 

Chocolate Coating: Dark 
Color: Good. 

Gloss: Good. 
Strings: None. 
Taste: Very good. 

Center: Flavored pop corn. 
Flavor: Good. 

Texture: Good. 

Remarks: A new and good eating con- 
fection. Coating is one of the best 
that the Clinic has examined in 
some time. Corn was brittle and well 
flavored. Suggest blue band be 
printed in gold or red to make pack- 
age more attractive. Highly priced at 
$1.50 the pound. 


CODE 5R46 
Half Marshmallow Egg 
—About ¥2 oz.—5c 
(Purchased in a 5c & 10c Store, 
N.Y.C.) 

Sold in Bulk 

Appearance of Piece: Fair. 

Half Marshmallow Egg coated with 
Dark Coating, Yellow Sugar Decora- 
tions. 

Coating: Fair. 

Center: Color: Fair. 

Texture: Very tough. 
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Taste: Fair. 
Remarks: Highly priced. A very poor 
piece of candy for 5c. 


CODE 5S46 
Coated Bar—about % oz.—5c 
(Purchased in a 5c & 10c Store, 
N.Y.C.) 
Appearance of Bar: Fair. Green and 
pink sugar decorations on top. 
Coating: Fair. 
Center: 
Color: Fair. 
Texture: Good. 
Taste: Very cheap. 
Remarks: High priced and a very 
poor piece of candy. 








CODE 5V46 
Easter Cardboard Rabbit Novelty 
—2 ozs.—35c 
(Purchased in a Pastry Shop, N.Y.C.) 
Appearance of Novelty: Good. Card- 
board rabbit in colors and flowers, 
folding box attached to the back 
filled with sugared hard candies. 
Colors: Good. 
Flavors: Fair. 
Sugaring: Good. 
Remarks: Flavors in candies are not 
up to standard but a good size board 
rabbit novelty at 35c. 


CODE 5Y46 
Fudge Bar—2 ozs.—5c 
(Sent in for Analysis No. 4472) 
Appearance of Bar: Good. 





Size: Good. 

Wrapper: Cellulose, printed paper seal 
in blue. 

Color: Good. 

Texture: Fair. 

Taste: Fair. 

Remarks: Bar is too chewy for a fudge 
bar. Also, bar lacks a good flavor. 





CODE 3Q46 
Licorice Twists—1% ozs.—5c 
(Sent in for Analysis No. 4465) 

Appearance of Package: Good. 

Size: Good. 

Wrapper: Cellulose, printed. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: The best 5c package of this 
type of Licorice candy that the Clinic 
has examined in some time. Well 
made and good licorice flavor. 





CODE 3R46 
Chocolate Coated Caramel 
Peanut Bar—2 ozs.—5c 
(Purchased in a retail store, Chicago, 
Ill.) 

Appearance of Bar: Good. Glassine 

printed wrapper. 
Size: Good. 
Coating: Light: Fair. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: Coating is not up to the 
standard used on good 5c bars. 


page 61 





















































- 


a IT 





eee ee 


aE A AAEM 


REG: U.S. PAT. OFF 


TWICE as SWEET 
THRICE as FLUID 


as ordinary corn syrup 


An ALL-PURPOSE sweetener, low-cost “SWEETOSE” can be 


eee ee ee wot 
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used to replace regular corn syrup, dextrose and invert sugar 
—jin fact, ALL other sweeteners. TWICE AS SWEET as 
ordinary corn syrup, a smaller amount of “SWEETOSE” 
will provide needed sweetness and actually accent the taste 
of your products. Because it is extra rich in quick-energy 
sugars, ‘““SWEETOSE” adds greatly to the food value of any 
product in which it is used. 


i) Plan to use more of this money-saving, ALL-PURPOSE, top- 


quality, Staley sweetener when present production restric- 


tions are lifted and more “SWEETOSE™ will be available. 


A. €. STALEY MFG. 


COMPANY 


ILLINOIS 











CONFECTIONER'’S BRIEFS 


@ Steven Candy Kitchens, Inc., Chicago, annual 
Easter party was attended by 700 children. Mrs. 
Julia C. Steven, president, personally helped pass 
out candy to her little-guests. ‘Goodwill derived 
from the parties and the firm’s custom of distribut- 
ing free candy to neighborhood children each Sat- 
urday for the past 20 years has been tremendous. 
“Many of the children wouldn’t have an ‘Easter if it 
weren't for Mrs. Steven,” a local resident said. 
“Mrs. Steven has been giving candy to the children 
every Saturday for 20 years. Some of the young- 
sters who came here years ago are now grown and 
buying her candy for their own children.” 





@ Sperry Candy Co., Milwaukee, has again elected 
Fred F. Foster president and operating head. One 
of the firm’s original founders, Mr. Foster recently 
returmed from a year’s ieave of absence. He had 
previously served as president for 25 years. Appoint- 
ments of other officers include: Arthur J. Seher, 
vice-president ; Erwin F. Carstens, secretary ; Floyd 
Guthrie, treasurer. These men and C. A. Kambe are 
also named directors. F. A. Thibeau will head 
sales. Al Stremke will direct personnel. Miles 
O. Sperry, one of the founders, continues as super- 
intendent and plant manager. 


@ Queen Anne Candy Co. recently filed a registra- 
tion statement with the Securities and Exchange 
Commission for 108,000 shares of $1 par value 
common stock to be offered publicly. Sales last 
year totaled $2,977.592 as against $2,819,948 in 
1944, Net income was $153,643, equal to 71 cents 
a share on 217,080 shares of common stock. Net 
1944 income was $126,374, or 58 cents a share. 
@ Rogers Candy Co., Seattle, and its architect 
have completed plans for a $25,000 two-story fac- 
tory and store. 


Among the returning 
service men who 
have taken their 
place in civilian life 
is Commander Robert 
B. Mullaney, U.S.N.R., 
whose last official 


City, N. Y., as execu- 

tive assistant to 

Robert R. Lacey. vice- 
tA . in ‘te 





in May. 1941, Com- 
mander Mullaney 
was a practicing at- 
torney in Chicago. 





@ Swearingen’s Candy Co. recently opened a can- 
dy manufacturing kitchen in Gurdon, Ark. The 
firm’s equipment was moved.to the new site from 
Arkadelphia. 


@ Melster Candy Co., Cambridge, Wis., announces 
expansion of production facilities through rear- 
rangement of production lines and installation of 
modern cooking and wrapping equipment. 
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@ Chicago Candy Club received the following new 
members at its April meeting, Theodore A. Som- 
mer secretary-treasurer, announces: Phillip Bern- 
stein, Schutter Candy Co.; A. J. Blommer, Blommer 
Chocolate Co.; F. W. Brinkman, Frank W. Brink- 
man Ass’n.; E. G. Buchanan, Walter Baker & Co., 
Inc.; Anthony Cairo, Edith Cavell Candy Co.; Dave 
Druckerman, Druckerman Brokerage Co.; Edward 
J. Flynn, Cook Chocolate Co.; M. D. Handler, 
Merckens Chocolate Co.; Harry Hashell, Wood & 
Selick. Inc.; Paul] Hershey, Warfield Chocolate Co. ; 
Geo. W. Hines, The Hubinger Co.; W. H. Kanstei- 
ner, Walter Baker & Co., Inc.; Earl Keller, Pan 
American Candy Co.; Joseph Mandel, Jos. Mandel 
& Co.; Don McLean. McLean & Son; John Mur- 
phy, George Olson, Corn Products Sales Co.; Larry 
Pate, Milko Cone & Baking Co.; Harry Rachlin, 
Jos. A. Riggi & Co.; Ben Rudes, Henry Shapiro, 
Northwest Cone Co.; Wm. Schmeckeber, Norris 
Candy Co.; Peter Sisco, Sisco Hamilton Co.; Fred 
Stark, F. Stark Products Co.; Chester Squires, New 
Orleans Confections, Inc.; J. J. Sweazea, Rock- 
wood & Co.; Herman Thee, Deer Park Baking Co. ; 
Paul R. Trent, Leaf Gum Co.; Ed. Urban, Close & 
Co.; Elmer Voigt, Elmcrest Chocolate Co., Inc.; 
James A. Wear, James A. Wear Brokerage Co. 


® Chewing gum manufacturers will spend approxi- 
mately $15,000,000 to expand plant facilities and for 
new machinery during the next few years, repre- 
sentatives of the National Association of Chewing 
Gum Manufacturers declared at the recent annual 
meeting in New York’s Hotel Biltmore. The in- 
dustry also plans to spend approximately $12,000,- 
000 in 1946 for advertising gym, which is now re- 
turning to civilian markets in increasing volume, 
officials stated. 


The Industry, it was revealed, is studying the 
possibility of including Vitamin K in chewing gum, 
as tests already made at Northwestern University 
indicate inclusion of the vitamin is effective in 
counteracting dental decay. The industry, repre- 
sentatives predicted, will witness a 10 per cent sales 
expansion this year. 


Recently on duty 
with the Navy De- 
partment at Wash- 
ington, D. C., Peter 
A. GaBauer has re- 
turned to Chasers, 
Inc., New York City, 
as vice-president in 
charge of advertising 
and sales promotion. 





® Sierra Candy Co., San Francisco, recently pur- 
chased a $300,000 four-story building at Broadway 
and Front Streets, T. A. White, president, reports. 
An estimated $100,000 will:be spent for redesigning 
the building and installation of new equipment. 
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ITS A DELICIOUS New 
FLAVOR-You'LL LE 17 // 

















Yes—you'll find the consuming public ready, 
eager and anxious to try and buy pleasing con- 
fections. 

Whether you manufacture a proven product of 
established appeal, or contemplate new products 
for the post-war market, POLAK’S FRUTAL 
WORKS is both equipped and qualified to supply 


and suggest flavors. 


BUTTERSCOTCH 
FLAVOR 
IMITATION 
No. 110 


Just use ONE ounce 
per ONE HUNDRED 
pounds of Hard 
Candy or Toffee and 


you will be amazed 
at the deliciousness 
of your finished pro- 
duct. 












36-14 35th St. 
Lone Istanp City 
New York 


POLAKS 


Cuicaco, St. Louis 
SAN FRANCISCO 
Los ANGELES 


WORKS ine 
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Schimmel & Co., Ine. 


601 WEST 26th STREET, NEW YORK 1. N.Y. 

















































Home of 


“The Candy Cooling People" 


makers of 


Economy Belturns, Lustr-Koold Chocolate Cool- 
{ ing Conveyors and Tunnels, Packing Tables, 
Air Conditioners, Room Coolers, Dehumidifiers, 
and other “Economy” Equipment for Confec- 
tionery and Biscuit Manufacturers. 


We design to suit your requirements. 


Contact us for: 
1. Design only 
2. Design and Fabrication 
3. Design, Fabrication, and Installation 


ECONOMY EQUIPMENT COMPANY 


\ , Branch Office Main Office & Plant 
| 152 West 42nd Street 919 West 49th Place 
{hy ‘Sy . New York 18, N. Y. Chicago 9, Illinois 

; Wisconsin 7-5649 Boulevard 4300 














page 64 


@ Karmel Candy Co., Milwaukee, announces pur- 
chase of a $40.000 building on the city’s south 
side. The firm intends eventually to occupy the 
premises. 


® Curtiss Candy Co., Chicago. recently declared 
the regular quarterly dividend of $1.12% a share 
on preferred stock, payable April 15, to stockholders 
of record March 31, Otto Schnering, president re- 
ports. 


@ Wm. C. Moller, treasurer of Curtiss Candy Co., 
Chicago for 26 years, died at his home in Evans- 
ton, Ill., April 22. He is survived by his widow, 
Mrs. Ann S. Moller, and a son, Wm. T. Moller. 


@ Walter Baker & Co., Inc., (General Foods Corp. 
division) Dorchester, Mass., has elected Arthur E. 
Fest vice-president. Mr. Fest was general sales 
manager since December, 1943, and joined the firm 
as an associate merchandising manager in 1938. He 
is a member of the National Confectioners’ Ass'n, 
Western Confectioners’ Ass’n, New England Con- 
fectioners’ Ass'n, and Southern Confectioners’ 
Ass'n. 


@ Sisco-Hamilton Co., Chicago, announced an open 
house in celebration of its 25th anniversary, April 
"7 
27. 


® Gustav Heidelberger executors report a net es- 
taté of $152,000 for distribution. Part owner of the 
Heidélberger Confectionery Co., Philadelphia, Mr. 
Heidelberger died April 2, 1945. 


®@ American Chicle Company, Long Island City, 
New York, is the sole owner of the trade name 
“Chiclets” which appeared in the photograph used 
on the December, 1945, cover of The MANUFAC- 
TURING CONFECTIONER. All photographs 
used on the cover of the December, 1945, issue of 
The MANUFACTURING CONFECTIONER 
and in the article “Chicleros Keep Us Chewing” 
were taken in the Gum Products Company plant 
in Boston, although a “Chiclet” carton inadvertent- 
ly appeared in the photograph. 


® Riddell Co., wholesalers, opened a new jobbing 
house May 1 on South Hoover St., Los Angeles. 
Herb Miller is manager. 





Prezanilla gives candy a balanced and lasting flavor. 
One gallon is the equivalent of 23 gallons of stand- 
ard strength vanilla—but of superlative flavor value. 
Prezanilla may be used in flavoring any food product 
wherever pure vanilla is required. Economy and satis- 
faction guaranteed. Sample and prices sent on request. 


PRESTIGE PRODUCTS COMPANY 


261 FIFTH AVENUE + NEW YORK I6,N_.Y. 
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@ Sweets Company of America, Inc., Hoboken, N. 
J., and confectionery manufacturers in general were 
highlighted on a recent Fred Allen radio program 
skit, “Candy Anonymous,” in which Mr. Allen 
and Hollywood’s Ray Milland mentioned the firm’s 
“Tootsie Rolls” 21 times in less than 15 minutes. 


@ Universal Match Corp. (Schutter Candy and 
Candy Bros. Mfg. Co., Inc., are divisions), St. 
Louis, announces Arthur E. Nack, sales promotion 
manager, was guest speaker at recent meeting of 
St. Louis Industrial Press Ass’n. Howard Marple, 
publications director of Monsanto Chemical Co. 
also spoke. 


® Cardinet Candy Co., Oakland, Calif., announces 
purchase of a site in Emeryville for erection of a 
modern, new plant. 


@ Campigli Candy Co., Oakland, Claif., hopes to 
move into its new $100,000 building of Spanish 
design by June, W. R. Campigili, head of the firm, 
says. The building has 11,000 sq. ft. of space. 


@ Henry Heide, Inc., New York, recently sold two 
six-story warehouses and two four-story tenements 
on a 100x100 plot at 100-106 Charlton St. 


® Four thousand pounds of chocolates were flown 
last month from. New York to Los Angeles for the 
opening of the new Princess de Condé Candy Shop 
on Wiltshire Bivd. This is believed the first large- 
scale shipment of candy by air. 

® A candy bar that “seemed to have exploded 
when bitten into” is involved in a $15,700 damage 
suit in Covington, Ky. Shock and injuries are re- 
ported to have hospitalized the victim for 18 days. 
The FBI investigated, it is said. 

® Confectioneries ranked 33rd in veterans’ prefer- 
ences for starting a new business, letters to the U. 
S. Office of Small Business between January 1 and 
February 28 indicate. Of 6,540 letters received, 41 
were from veterans asking data on confectioneries, 
newsstands, tobacco shops, and concessionaries, 
Rees D. Stith, OSB, says. 

@ Truman Witherwax, factory superintendent of 
Smith Brothers in Poughkeepsie, N. Y., died re- 
cently in Vassar Hospital. Mr. Witherwax was 
47 and had been with the firm over 30 years. 


® William F. Heller, a director and vice-president 
in charge of production of Loft, Inc., died April 6 
at his winter home in Fort Lauderdale, Fla. Mr. 
Heller was 67. 
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_ TIME-SAVING 
SHORT-CUTS 
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Improve Efficiency of Candy-Cooking Kettles 
Insulating lime-scale deposits on surfaces of 
steam-jacketed copper kettles hamper conduc- 
tivity, add costly cooking time to production 
schedules. For fast, scientific scale-dissolving 
action, circulate recommended solution of 
Oakite Compound No. 32 through water lines, 
then rinse and neutralize. 

Oakite Compound No. 32, a controllable, in- 
hibited acid-type material, works rapidly with- 
out harming base metal surfaces. Its constant 
factor of safety far exceeds that of raw com- 
mercial acids. Because it descales quickly, 
safely and efficiently, it produces money-sav- 
ing results easily apparent in greater output, 
prolongs usable life of kettles. 

The Oakite “97” Digest contains additional 
money-saving short cuts for confectioners. To 
speed cleaning and descaling, write for your 
FREE copy TODAY! 


CAKITE PRODUCTS, INC., 36¢ Thames St., NEW YORK 6, WN. Y. 
Technical Service Repr C tly Located in All Principal 
Cities of the United States ond Conodo 


OAKITES«“"““CLEANING 


MATERIALS - METHODS - SERVICE -FOR EVERY CLEANING REQUIREMEN 


JOHN T. BOND & SON 


CONFECTIONERY BROKERS 


OF THE PACIFIC COAST 
e 


Los Angeles 5, California 








637 South Wilton Place 


We are now celebrating our 25th year in the 
Candy and Food Business. 


Resident Men Located in Washington, Oregon and 
Northern California 


Glace Fruits 
SODA FOUNTAIN FRUITS 


7te C. M. PITT & SONS CO. 


KEY HIGHWAY 


for May, 1946 


BOYLE & HARVEY STS. 


BALTIMORE 30, MD. 
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FRESH COFFEE FLAVOR 
MAKES A DIFFERENCE! 


Barrington Hall Instant Coffee is the 
perfect coffee flavor for confections 
and ice cream. It stays fresh because 
the elements which cause coffee flavor 
to turn stale have been removed. Bar- 
rington Hall is fine coffee, 100% pure, 
ready for instant use. Write today for 
full details. 


BAKER IMPORTING CO. 


NEW YORK: 30 Church St. 


aRRil 


INSTANT 


MINNEAPOLIS: 212 N. Second St. 


100% PURE 


ANOTHER FINE PRODUCT OF HYGRADE FOOD PRODUCTS CORP. 












WE CAN BLEND A 


oj  pokeies FUE: 


FOR YOUR INDIVIDUAL NEEDS 


The Hooton Chocolate Company has 
the experienced personnel, the ability, 
and the facilities to create for you a 
chocolate that will measure up to your 
requirements for flavor, body and 
color. Quality since 1897. 


Ice Cream - Confectionery - Baking 














@ The 20th Annual Confectionery Industries Ex- 
position promises to set new records, David P. 
O'Connor, vice-president of Penick & Ford, Ltd., 
Inc., New York, states. Sponsored by the Na- 
tional Confectioners’ Ass’n, the exposition will be 
held under management of Clapp & Poliak, Inc., 
New York, in Chicago’s Stevens Hotel in con- 
junction with NCA’s 62nd annual convention June 
24-27. Manufacturing confectioners and officials 
of allied industries aiding Mr. O’Connor in prepara- 
tions include: Charles R. Adelson, Delson Candy 
Co., New York; Harry R. Chapman, New England 
Confectionery Co., Cambridge, Mass.; Harry P. 
Haldt, General Foods Corp., New York; R. E. 
tanson, Milprint, Inc., Milwaukee; O. W. John- 
son, Callerman Co., Chicago; James King, The 
Nulomoline Co., New York; W. H. Kopp, Na- 
tional Eauipment Co., New York; Clarence O. 
Matheis, Walter H. Johnson Candy Co., Chicago; 
M. C. Pollock, E. I. du Pont de Nemours & Co., 
Wilmington, Del.: R. E. Savage, Savage Bros. Co., 
Chicago; Charles F. Scully, Williamson Candy Co., 
Chicago; and Irvin C. Shaffer, the Maillard Corp., 
New York. 


@® NCA’s Council on Candy has received $81,000 
in its 1946 fund drive, John H. Reddy, council 
chairman, says. The subscriptions represent 16 per 
cent of the year’s total and are nearly four times 
over those at the end of April last year. 

NCA, which has kept its promotional budget 
steadily at the half-million mark, expects to main- 
tain it this vear, Thomas A. Ryan, executive assis- 
tant to the president, says. No increases are ex- 
pected. 

The annual promotion budget comes from about 
3,500 member manufacturers, jobbers, and retail- 
ers, Mr. Ryan says. He believes it constitutes pro- 
bably the largest participation of any association, 
as some 85-90 per cent of solicited members respond 
with contributions, all on a voluntary basis. 

“More and more manufacturers,” Mr. Reddy adds, 
“are coming to look upon their Council subscrip- 
tions of one-fifth of 1 per cent of the previous 
year’s sales as an automatic expense—part of the 
cost of doing business. The number of checks 
which come in unsolicited is indeed gratifying. 
Similarly, many wholesalers apparently are getting 
into the habit of sending in one-tenth of 1 per cent 
of their annual sales without solicitation.” 


®@ Manufacturing confectioners or distributors con- 
fronted by school board rulings prohibiting sales 
oi confections in schools are requested to write 
NCA’s Council on Candy for pamphlets, charts, 
and other data to help them correct the misimpres- 
sion of such officials that they cannot sell candy 
and remain eligible for grants under the federal 
school lunch program, says S. H. Cady, Jr., of the 
Council staff. “There is not a word in the federal 
act to support this view,” Mr. Cady states. He 
adds that reportings in “The Congressional Record” 
for February, 1946, indicate “that the intent of Con- 
gress was to help provide school children with a 
balanced dict, not to ban any- food from that diet.” 


@ Jacob Baessler, manufacturing confectioner of 
Philadelphia, died recently at 83. 


® Gustav A. Goelitz, retired candy manufacturer, 
died recently in San Antonio, Tex. He was 72. 
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he secrets of repeat sales 
What is taste? 


What is the relation of the sense of smell to taste? 
Of sight? Of feel? What does a flavoring have to do 
to please the palate? 


In answer to those questions, Aromanilla’s new handy file folder 
on flavoring contains some of the latest data that science has 
gathered in its endeavor to pin something down on the highly 
disputed subject of taste. It discusses the relationship between 
taste and flavoring and throws some light on the problem of 
putting “palate-appeal” in baked goods, confectionery, ice cream, 
and other food products. 


The folder contains the complete story of how Aromanilla 
‘tackled the problem of perfecting a vanilla flavor that would 
withstand extreme temperatures and carry the full balanced 


Aromanilla 


Imitation Vanilla Flavor 
6 VARICK STREET NEW YORK 13,N.Y 


HELPING CUSTOMERS IMPROVE THE TASTE OF THEIR PRODUCTS SINCE 190) 


tiavor of the Mex- 
ican Vanilla Bean 
through to the finished goods. 


It also contains helpful suggéstions on 

the use and dilution of Aromanilla gathered from the experi- 
ence of users who have attained better results and saved on 
flavoring costs. 


For your copy, just fill out the coupon below. 


l The Aromanilla Company, Inc., Dept, B5 6 Varick St., New York 13, N.Y. 
Please send free file folder entitled “Flavoring—One of the Secrets of 











SUPPLY FIELD NEWS 





@ Florasynth Laboratories, Inc., announces retire- 
ment of A. E. Katz and Leonard Katz as chairman 
of the board and one of its vice-presidents, respec- 
tively to enter their own business. Florasynth Lab- 
oratories, Inc., will continue with its regular staff. 


@ Package Machinery Co., Springfield, Mass., an- 
nounces Ernest Hjelm, recently returned from na- 
val service, as head of the firm’s Southeastern sales 
district operating from Atlanta, 


@ Pack-Rite Machines, Milwaukee, has received 
the U. S. Navy Certificate of Achievement, Wilbur 
Techtmann, president, reports. 


® Bulkley, Dunton & Co., Inc., New York. has 
been appointed U. S. sales agents by Dominion 
Foils Limited of Canada for aluminum and compo- 
sition foils. 


@® Fuchs & Co., New York, announces return of 
M. J. Pangretic from 30 months’ service with the 
navy. 


©@ Refined Syrups & Sugars, Inc., has appointed 
Dr. H. S. Paine vice-president in charge of research 
and development. Dr. Paine was technical con- 
sultant since September, 1944. Before joining the 
firm he was chief of the Carbohydrate Division of 
the U. S. Department of Agriculture for 25 years. 


® Brazil Nut Ass’n reports shipments of brazil 
nuts are again being received at U. S. ports. T. R. 
Schoonmaker, executive-secretary, says “most 
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sources of supply from whom confectioners have 
purchased these nuts in the past should have fairly 
adequate supplies available.” 

@ The army’s QMC Subsistence Research and De- 
velopment Laboratory, Chicago, has been renamed 
the Quartermaster Food and Container Institute for 
the Armed Forces. Col. Charles S. Lawrence, QMC, 
is new commanding officer. 


® Davis & Company, Cleveland, announces a new 
price book and catalog of flavors, colors, etc., just 
off the press. free to confectionery manufacturers. 
Title of the book is “A Guide to Fine Flavors.” 


® Swift & Co., Chicago, is financing long-range 
research projects in food products and agricultural 
problems through 38 grants-in-aid totaling $600,- 
000, says Dr. Roy C. Newton, vice-president in 
charge of research, in announcing a new booklet 
on the firm’s research program. 


@ B. W. Dyer & Co., New York, reports tempo- 
rary sugar shortages will continue even though 
the threatened strike of sugar workers in six out 
of seven Northeast refineries involved did not mate- 
rialize. Commodity Credit Corporation’s refusal, 
later rescinded, to allow ships to load offshore raw 
sugar while a refinery strike threatened caused 
many ships to be assigned other cargoes. In New 
Ingland the situation is particularly serious. Sugar 
shipments from New York into the New. England 
zone have been requested by OPA and reimburse- 
ment of extra freight charges guaranteed by CCC. 
Boston plant of the American Sugar Refining Co. 
has been closed for lack of raws and workers of 
the Revere Refinery are currently out on strike. 
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Brahma, diety of India, 
is portrayed by this statue 
made in the eleventh cen- 
tury A.D. All-wise he was 
and all-seeing, hence four 
heads, each wearing a 
triple-tiered crown. 


Ancient gods ate the 
food of ancient times 
but today, the food 
that is most worthy 
of the gods, is Am- 
brosia—the smooth, 
rich, flavorful Choco- 
late Coating which 
confectioners of 
America use to en- 
robe their richest 
confections, No god 
of old enjoyed offer- 
ings that compared 
in delightful flavor 
with the confections 
of modern America. 





Research 


Guaranteeing 


Your 


Satisfaction 





Years of continuous research being 
conducted today even more vigorously 
than in the past, insure the high quality 
of Penford Corn Syrup, Confectioners 
C Starch, and Douglas Moulding 
Starch. 


Today, P & F research is more import- 
ant than ever before as corn syrups 
take an increasing part in candy pro- 
duction. 


P & F research makes progress! 
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| Corn Starch, Syrup Production 
Curtailed by U.S. Regulation, 
Staley President States 


P reduction of starch and syrup, made from corn will 

be sharply curtailed as a result of a government 
order that all corn processors must reduce their corn 
grind 20 per cent starting April 1, reports A. E. Staley, 
Jr., president of A. E. Staley Manufacturing Company, 
Decatur, III. 

“In each of the past three years there has been a corn 
shortage,” he said, “but our company has maintained 
full operations. This year the remedy has done what the 
corn shortage threatened, but failed, to accomplish; 
namely, compel us to curtail our production and our 
deliveries.” 

Mr. Staley announced that the company has reduced 
its customer quotas, effective April 1, by 20 per cent. 
The reductions will be made effective either by reduc- 
| ing the quantity delivered in each shipment or by in- 

creasing the time interval between shipments. 

“On the reduced grind schedule, we will have enough 
corn to run the plant until some time in September,” he 
explained, “but if we are not permitted to accept de- 
livery of any more corn until August, and if there is 
no corn to be had at that time, we may face an ex- 

| tended shutdown in the closing weeks of the crop year. 

“The shortage of grain is due to the fact that corn 

| has been priced too low in relation to its feeding value, 
| with the result it has been fed to animals in record 
quantities. 
| “We agree with the government that the situation is 
very bad and needs immediate and corrective action, but 
we believe it would have been much better to solve 
| the problem by an increase in the price ceiling of corn 
| or by a marketing subsidy for corn. 
| “It was quite apparent months ago that a corn short- 
age would recur this year, and as far back as last July 
we started contracting for corn in order to maintain 
our operations throughout 1946. Had it not been for 
this order, we believe it would have been possible for us 
to have obtained sufficient additional corn to operate at 
capacity until the new crop is available in November.” 


@ Milprint, Inc., Milwaukee, announces election of 
George H. Reise, director of personnel and indus- 
trial relations, to presidency of National Ass’n of 
Personnel Directors. 


@ Reynolds Metals Co. and consolidated subsi- 
daries earned $4.03 per share of common stock in 
1945 as against $2.71 in 1944, R. S. Reynolds, presi- 
pent, reports. Net profits were $4,396,187 in 1945 
compared with $3,045,818 in 1944. In his annual 
| stockholders report, Mr. Reynolds said the firm 
| “has continued its record of more than 25 years 
| without any authorized strikes.” 

@ Magnus, Mabee & Reynard, Inc., New York, an- 
_nounces establishment of a two-year fellowship in 
| the graduate department of chemical engineering at 
| Yale University for study of “chlorophyl and other 


| extractives from green plants and leaves.”” Edwin 
OQ. Guernsey is recipient. 
@ Edward Remus & Co., Inc., New York, an- 


| nounces return of Henry Pine, New York repre- 
sentative, from Chicago, where he opened a branch 
office. Harry Gooby heads the Chicago office. 

® Swift & Co., Chicago, will continue Don McNeill 
and his Breakfast Club radio program for an addi- 
tional five years, V. D. Beatty, Swift advertising 
manager says. 
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1946 Sugar Allocation Recommended 

The Committee on Sugar of the Combined Food Board 
has determined that 11,809,000 short tons of sugar (raw 
value) may be expected to be available for allocation in 
1946 within the areas under the purview of the CFB. 
This compares with 12,270,000 tons in 1945, the U. S. 
Department of Agriculture reports. 


All available exportable supplies have been taken into 
consideration as well as production of all claimant coun- 
tries. The supply takes account of increased world pro- 
duction, mostly in the Caribbean area, which is more 
than offset by decreases amounting to 1,400,000 tons 
in world stocks during 1945. 

Of total supplies subject to allocation recommended 
hy the CFB, the Committee on Sugar has determined 
that 11,133,000 short tons are available for allocation 
to North America and Europe—4,042,000 tons from in- 
digenous production in claimant countries and 7,091,000 
tons from imports. The 677,000-ton remainder is in Pa- 
cific and Indian Ocean areas and is needed to meet 
minimum requirements of those areas. 


Of imports by claimant countries in North America 
and Europe totaling 7,091,000 tons, Cuba is expected 
to supply 3,900,000 tons, Puerto Rico and the Virgin 
islands 944,000 tons, Hawaii 840,000 tons, the Domini- 
can Republic and Haiti 455,000 tons, British West In- 
dies 550,000 tons, French Colonies 172,000 tons, and 
other minor sources 230,000 tons. 

Total U. S. requirements are set at 5.711.000 tons. 
In order to maintain the current ratio in industrial 
and household uses for the remainder of the year, 5,- 
433,000 short tons of sugar (raw value) are necessary. 
Military requirements are an additional 228,000 tons, 
and minor exports are 50,000 tons. 

Continental U. S. production is expected to provide 
1,750,000 tons, leaving the balance of 3.961.000 tons to 
be obtained from off-shore areas. Puerto Rico, Hawaii, 
and the Virgin Islands are expected to provide 1,784,- 
000 tons, Cuba 2,130,000 tons, and Peru 47.000 tons. 

Recommendations are subject to review with any sig- 
nificant changes in supplies during the year. 

@ Hershey Chocolate Corp., Hershey, Pa., an- 
nounces John F. Gallagher as new general sales 
manager. Mr. Gallagher has been with the firm 
in a sales capacity for 35 years. For 26 years he 
Was assistant general sales manager. He succeeds 
Fred W. Pugh, deceased. 

@ General Foods Corp. elected C. M. Chester, since 
November, 1943, chairman of the executive commit- 
tee, honorary chairman of the corporation at the 
regular meeting of the firm’s board of directors last 
month. He will continue active directorship. 

® Creameries of America, Inc., sales for 1945 
reached a new high of $29.645,364 and were 9.6 
per cent above the $27,054,828 recorded in 1944, 
G. S. McKenzie, president reports. Net income was 
$1,315,071 as compared with $1,234,141 in 1944 
and equaled $2.99 a share on 507,006 common shares 
as against $2.54 on 482,275 shares in 1944. 

@ The Mathieson Alkali Works, Inc., has opened a 
new dry ice service center and started construc- 
tion of a new warehouse in Long Island City, N. Y. 
@ American Dry Milk Institute, Chicago, an- 
nounces Mrs. Madge Little, formerly on the exten- 
sion staff of the University of Illinois, has joined 
the Institute as home economist. She previously 
did library research for the American Poultry In- 
stitute. 
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CONFECTIONERY 
ANALYSIS and 
COMPOSITION 


By 


STROUD JORDAN 
M.S., Ph.D. 


and 


KATHERYN E. LANGWILL 
M.S., Ph.D. 


Confectionery Analysis and Composition is 
Dr. Jordan’s fourth fact-filled book in his 
famous authoritative series of “Confectionery 
Studies,” which include the well-known vol- 
umes on Confectionery Problems, Confection- 
ery Standards, and Chocolate Evaluation. 
Manager of the Manufacturers Service Di- 
vision, American Sugar Refining Co., Dr. 
Jordan has also written numerous helpful and 
authoritative articles for The Manufacturing 
Confectioner. 


Dr. Langwill is Assistant Professor of Nutri- 
tion, Drexel Institute of Technology, former 
Technical Editor of The Manufacturing Con- 
fectioner, and author of numerous technical 
articles. 


Dr. Jordan and Dr. Langwill skilfully 
present in this volume a thorough study 
of applicable methods of analysis and pro- 
cedures and a comprehensive assemblage of 
data covering composition of basic raw ma- 
terials and of finished confections in which 
they have been employed. Handy tables and 
graphs are also given. 


Price $3.00 


Send Orders with Cash, Money Order 
or Check to: 


THE MANUFACTURING CONFECTIONER 


400 W. MADISON ST. CHICAGO 46, ILL. 
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Auncuncement 


Doughboy Industries, Inc., 
announces that it will 
henceforth act as 
primary distributor for its 


Doughbey Sealers 


(Hitherto represented by an independent agency.) 


. Doughboy Sealers—renowned in the packaging 
H field for quality of materials, machine precision and 
} perfection of sealing operation— have this message 
for all users of sealing machines: 


Doughboy Industries, Inc., designer, patentee and 
sole manufacturer of the widely used Doughboy 
Rotary Sealer, has added an ingenious Magnetic All- 
Position Sealer to a distinguished family. In addition 
to manufacturing this new machine in its New Rich- 
mond plant, Doughboy Industries, Inc., will serve as 
primary distributor. Inquiries are respectfully solic- 
ited for further particulars and delivery dates. 































































































The Famous 
Doughboy 
Sealer 
Models 






































MAGNETIC MODEL 


The all position Model 52 
Magnetic Sealer can be used 
at any angle from vertical 
to horizontal depending on 
the bag contents. Requires 
table space of 12x12 inches. 
No motor, just plug in on 
110-120 A.C. current, no 
belt, no complicated instal- 
lation, no power problems. 


$135.00 


ROTARY MODEL 


Model 46 Rotary Sealer seals 
all material that can be 
sealed with heat and pres- 
sure. Operates either man- 
ually or on conveyor basis. 
Rolls travel at 240 lineal 
inches per minute—just plug 
in on 110 A.C. current, no 
installation cost. 


$220.00 


Prices F. O. B. 
New Richmond, Wis. 


Doughboy Industries, Inc. 


Machines Division 
New Richmond, Wisconsin 


The Seal of Quality 
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@ American Dry Milk Institute, Inc., Chicago, 
highlighted its 21st annual meeting attended by 
over 300 members and guests last month at Chi- 
cago’s Edgewater Beach Hotel with discussion 01 
the present and future supply of dried milk, study 
of the diary industry, reports on research in de- 
velopment of the dried milk industry, and election 
of 21 members of a new board of directors. An un- 
animously passed resolution expressing concern 
over the future supply of milk was sent President 
Truman, various federal agency heads, and mem- 
Lers’ congressmen. Stating new orders and regula- 
tions, “can only make matters worse,” the Insti- 
tute said: “only increased and unrestrained farm 
production can wipe out constantly increasing black 
market operations.” 

Directors elected to the board, which change in 
by-laws makes the Institute’s governing body are: 
Bert Anderson, Bennett Creamery Co., Ottawa, 
Kans.; B. F. Beach, Michigan Producers Dairy 
Co., Adrian, Mich.: C. E. Beardslee, Borden Com- 
pany, New York; Duffy Lewis, Kings County 
Creamery Ass‘n., Inc., Lemoore, Calif.; M. M. 
Boney, Whatcom County Dairymen’s Ass’n., Bel- 
lingham, Wash.; R. A. Pool, Dairymen’s League 
Coop. Ass’n., New York; W. Crighton, Pro- 
ducers Creamery Co., Springfield, Mo.; E. E.. Carl- 
son, Medford Cooperative Creamery Co., Medford, 
Wis.; Harry Leonard, Twin City Milk Producers 
Ass’n., St. Paul, Minn.; M.. J.. Metzger, Bowman 
Dairy Co., Chicago; W. G. Kaeser, Pet Milk Com- 
pany, a Wis.; Walter Page, Page Dairy 
Co., Toledo; M. Petersen, Kraft Foods Co., St. 
Paul; oat hy Pieiffer, Ladysmith Milk Producers 
Coop. Ass’n., Ladysmith, Wis.; E. C. Schultz, Ab- 
botts Dairies, Inc., Cameron, Wis.; F. D. Stone, 
Land O’Lakes Creameries, Minneapolis; Paul 
Young, Golden State Ltd., San Francisco; W. A. 
latteroth, Arden Farms, Inc., Los Angeles: R. M. 
Hadrath, Maple Island Farm Dairies, Stillwater, 
Minn.; F. H. Suhre, Farmers Marketing Ass’n., 
Columbus, Ind., and Gar Wagner, McDonald Dairy, 
Flint, Mich. 


@ Continental Can Co., Inc., announces the follow- 
ing appointments: P. P. Wotjul as assistant to H. 
A. Eggerss, executive vice-president; H. A. Swert- 
feger as assistant to the vice-president and comp- 
troller; John Jennings as Southeastern district 
manager of paper container sales. 


@ Production of paper, paperboard, and wood pulp 
in February was substantially greater in 1946 than 
in 1945, and the daily average output of paper for 
February of this year was 7 per cent greater than 
for January, 1946, the Bureau of Census reports. 
Paper and paperboard production in February was 
1,438,290 tons, some 71,000 tons less than in Janu- 
ary, reflecting the shorter working month. Febru- 
ary, 1944, production was 1,332,446 tons. Container 
board production was 315,423 tons. 


®@ Dixie Cup Co., announces the following appoint- 
ments: C. C. Peters and K. T. Reichard as sales 
1epresentatives in Pittsburgh; W. C. Nowlin, Jr., 
Wichita territory; A. K: Lockard, Rochester, N. 
Y.; G. L. Pointer, as general line salesman; and 
R. A. Ostram Jr. as territorial sales representative 
for central New Jersey. 


® Ronald Clarkson announces opening of his office 
as a tablet consuitant in Philadelphia. 
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@ Cook Chocolate Co. has purchased property on 
Rockwell St., Chicago, from the Lindsay Corp. 
Costing $130,000, the property contains two build- 
ings and covers about 50,000 sq. ft. The Cook 
firm will occupy the premises as soon as Lindsay’s 
new Melrose Park plant is completed. 


@ The Borden Company announces retirement of 
Madison H. Lewis as chairman of its eastern ice 
cream district. He will continue as a director of The 
Borden Company and on the board of its Pioneer 
Ice Cream Division, the National Dairy Council, 
and the International Ass'n of Ice Cream Manufac- 
turers. Harry C. Fauerbach, president of the Pio- 
neer Ice Cream Division, will be in charge of ice 
cream operations for the division. 


e@ W. A. Cleary Corporation, Chicago and New 
Brunswick, N. J., announces President W. A. 
Cleary and Vice-president L. Russell Cook were 
recently awarded the Certificate of Merit by the 
army’s Quartermaster Subsistence, Research & De- 
velopment Laboratory. Brig. Gen. G. F. Doriot 
presented the award in recognition of the firm’s 
cooperation with the Army Service Forces during 
the war. Assistance of Cleary officials in formula- 
tion and production of tropical coating for candy 
bars intended for the Pacific theater and in tender- 
izing biscuits and arresting their checking were 
cited, 


®@ Average weekly earnings of confectionery 
workers were $33.27 and average hourly earnings 
80.7 cents in January, the U. S. Bureau of Labor 
Statistics reports. Average weekly hours worked 
were 40.4. Weekly earnings were up 7.4 per cent 
lrom January last year, down 1 per cent from 
December, 1945. Hourly earnings were up 10.1 
per cent from January, 1945, and 1.3 per cent from 
December. Hours worked were down 3.3 per cent 
from January, 1945, and 2.3 per cent from Decem- 
ber. 


® Edgar C. Buckingham, retired candy manufac- 
turer, died April 6 in Washington, D. C. Mr. 
Buckingham, who was 72, had been a manufac- 
turing confectioner for 53 years. 


®@ Perley E. Wright, president of the Empire State 
Candy Club, a confectionery broker, and NCA 
member, died April 6 in Buffalo. He was 61. 


® Votator Division (Girdler Corp.), Louisville, 
Ky., announces Alton E. Bailey has joined its en- 
larged technical staff. John E. Slaughter, Jr., vice- 
president in charge of the Votator Division, says 
Mr. Bailey will head a research group specializing 
in development of processes and products in edible 
fats and oil. 


® Col. Herbert A. Gardner, QMC, has assumed 
command of the Quartermaster Purchasing Office, 
New York. He succeeds Col. T. W. Jones, who is 
retiring. 


K. F. Smith, Novelty Peanut Co., Dallas, is 
named NCA’s Council on Candy 1946 campaign 
manager for the Texas-Oklahoma district. He 
succeeds Olin Davis, King Candy Co. 
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Leading Confectioners 


ROSE ALBION FLYER—To form, cut and twist-wrap 
squares, oblongs, or popular rolls—for Hard Candy, Toffee, 
Kisses, Nougats, etc. Capacity—450 to 850 pieces per 
minute. 


ROSE EAGLE—To form, cut and fold-wrap plastics, Cara- 
mels, Fudge, etc. Capacity—500 pieces per minute. 


ROSE TRIUMPH—To form, cut and twist-wrap fancy-cen- 
tered pieces, squares, oblongs, or popular rolls—for Hard 
Candy, Toffee and other plastics. Capacity—500 pieces 
per minute. 


ROSE I.S.T.—To twist-wrap preformed pieces of any irreg- 
ular shape or size. Capacity—|60 pieces per minute. 


ROSE HORIZONTAL AUTOMATIC BATCH ROLLER— 
Automatic spinner and feeder for use with Albion Flyer, 
Eagle, and Triumph—for plastic materials only. 


OTHER ROSE WRAPPERS—For special types of candies— 


twist-wraps, fold-wraps, or bunch-wraps. 
xx«r 
FOR COMPLETE INFORMATION WRITE TO 


ROSE CANDY MACHINERY DIVISION 
»@D [American Macnine & Founony Co. szex'ez: | 
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CONFECTIONERY BROKERS 











New England States 


South Atlantic States (contd.) 


East No. Central States (contd.) 





JESSE C. LESSE 

Candy and Allied Lines 

Office and Sales Rogm 
248 Boylston Street 
BOSTON 16, MASS. 


SALES DEVELOPMENT CO. 
(M. F. Libman) 
114 State St—Phone: LAF 7124 
BOSTON 9, MASSACHUSETTS 
Terr: Covering New England over 22 yrs.— 
Accounts Solicited 








Middle Atlantic States 
S. P. ANTHONY 


Manufacturers’ Representatives 
P. O. Box 1355—Phone 2-8469 
READING, PENNSYLVANIA 
Terr: Pa., Md., Dela., Washingtor, D. C. 


FACTORY SALES COMPANY 
‘Broad Street Bank Building 
TRENTO EW JERSEY 


’ 








Specialists in Specialties 
Terr.: N. J., Pa., Dela., Md., & 
Washington, D. C. 


M. GRUNBERG 
1911 Derry St., Phone 6-0978 
HARRISBURG, PENNA. 
Territory: Penna., Md., Dela., D. C. 


CANDY ED KITCHEN 
Phones: Hazleton 306R1, 2173] 
LATTIMER MINES, P. YLVANIA 
Over 20 yrs. serving upstate N. Y. & Pa. Job- 
bers, Chains, eee“ 86 Vending & Food 
istrs. 


LETERMAN-GLASS 
Rockefeller Plaza—Phone CO-5-4688 
NEW YOR 


ORK 20, N. Y. 
Terr.: the entire U. S. 


FRANKLIN RAY 
1419 W. Allegheny Ave. 
PHILADELPHIA 32, PENNSYLVANIA 
Terr.: Pennsylvania and W. Virginia 
Active coverage every six weeks. 

















H. V. SCHECHTER SALES 
ASSOCIATES 


MU 3-8847—220 Fifth Ave. 
NEW YO 1, N. Y. 
Candy and Allied Items 
Terr.: Metropolitan New York 





HERBERT W. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORK 

Terr: New York State 


SAUL STEIN ASSOCIATES 
Importers & Distributors of Fine Confections 
401 Broadway—Phone WOrth 4-7344 
NEW YORK 13, N. Y. 

Terr: Entire United States. 


IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
26 Years Experience 
Territory: Pa. & W. Va. 


South Atlantic States 
CHARLES R. ALLEN 


P. O. Box 286—Phone 3-3641-42 
CHARLESTON 3, SO. CAROLINA 
Branches: Savannah, Ga.; Atlanta, Ga.; Jack- 
sonville, Fla., and Charlotte, N. C.—Covering 
Southeastern terr. 

















Territory: North Carolina 
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W. H. CARMAN 
Manufacturers’ Representatives 
3508 Copley Road 
BALTIMORE 15, MARYLAND 
Terr: Maryland; Wash., D. C. 


JOHN L. COURSEY, JR. & CO. 


Confectionery & Specialty Items 
P. O. Box 444—Phone 1355 
HICKORY, NORTH CAROLINA 
Terr.: Va., N. C., S. C., Ga. 


HERBERT W. GLASSMAN & CO. 


Manufacturers’ Representatives 
Located in the Hub of the South 
Offices and Display Rooms 
517-20 Peters Bldg.—Phone: Jackson 6596 
ATLANTA 3, GEORGIA 
Terr.: S. States, Ga., Fla., Ala., Tenn., 
N.. C.. C. 


WM. E. HARRELSON 


Manufacturers’ Representative 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21 VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 


HUBERT BROKERAGE COMPANY 
Candy and Allied Lines 
72 Spring St., S. W. 
“Across St. from Terminal Sta." 
ATLANTA 3, GEORGIA 
Terr.: Ga., Fla., & Ala., for 18 yrs. 


MARVIN V. HULING 
Candies—Food Products—Specialties 
P. O. Box 2272 
HICKORY, NORTH CAROLINA 
Terr.: No. & So. Caro., Ga. & Va. areas 


MUNN FOOD PRODUCTS 


Candy Brokers 
Manufacturers of Sandwiches 
Telephone: 3751 
CHERAW, SOUTH CAROLINA 


Cc. L. POSTON 
335 Burgiss Building 
JACKSONVILLE 2, FLORIDA 
Confections & Allied Lines 
Terr.: Ga. & Fla. 20 yrs. in terr. 


ROY E. RANDALL 
Manufacturer's Agent 
P. O. Box 605—Phone 7590 
COLUMBIA, SO. CAROLINA 
Terr.: N. & S. Carolina. Over 25 yrs. in area 


W. M. ROGERS & COMPANY 


Brokers & Distributors 
Gen. Offices: Rogers Terminal Bldg. 
WILSON, NORTH CAROLINA 
Terr.: Eastern No. Carolina 


H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 
Candy, Marbles, School Tablets, Wax Pa- 
pers, Stationery, Napkins 
Terr.: W. Va. & Eastern Ky. 
































| 
| 
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ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 


M. H. GALFIELD COMPANY 
743 N. 4th Street 
MILWAUKEE 3, WISCONSIN 
Terr.: Wis., upper Mich. & N. III. 
(Only reliable accounts solicited) 


GLATS BROS. 
Confectionery & Food Products 
PEORIA, ILL.—SPRINGFIELD, ILL. 
Serving Central Ill. 39 years. 


WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
‘We Are At Your Service Always— 
And All Ways” 
Terr.: Michigan. Estab. Since 1932 


BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chicago) 
Mich. (Upper Penn.) 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


JOS. H. KENWORTH 
850 Lake Shore Drive—Phone: Whitehall 4850 
CHICAGO 11, ILL. 
Tettirory: Chicago, Milwaukee, Minneapolis 
St. Louis, Detroit. 25 years in territory. 


HARRY KISSINGER 
Candy—Novelties—Specialties 
3846 McCormick Ave.—Phone Brookfield 9691 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich, & Ind. 


HARRY LYNN 
Candy Manufacturers’ Representative 
CHICAGO 15, ILL. 
Terr.: Chicago, Milwaukee, IIl., Ind., S. Wis. 


G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 
Terr.: Wisc. & Upper Mich.—covered every 
five weeks 


J. W. NELSON 


247 Highland Ave.—Phone 3737-] 
ELMH ILLINOIS 
































Terr.: All of Ill., Wisc., Upper Mich., for 20 
yrs. making regular trips. 


OWEN BROKERAGE COMPANY 
Non-competitive lines only 
P. O. Bx No. 463—Phone 355W 
RICHLAND CENTER, WISC. 
Terr.: Wisconsin & S. Minnesota 








W. M. (BILL) WALLACE 
Candy and Specialty Items 
P. O. Box 472—111 Blair Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fla.—Work every town. 


East No. Central States 
A. K. ACKERMAN COMPANY 


Established 1896 Food and Candy Brokers 
353-55 Leader Building 
14, OHIO 
Terr.: Cleveland-Northeastern Ohio 
Want 5 lb. box lines for Holiday, Easter Trade 


EDWARD A. (CANDY) BARZ 


Manufacturers’ Representative 
Broker & Expediter 
P. O. Box 395 
LA PORTE, INDIANA 


H. K. BEALL & CO. 


201 N. Wells St.—Phones RANdolph 1618-1628 
CHICAGO 46, ILLINOIS 
Territory: Illinois, Indiana, Wisconsin 
25 years in the Candy Business 


CHARLES R. COX 
- 1428 Erie Blvd. 
SANDUSKY, OHIO 
Territory: Ohio, Michigan, and Indiana 
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PEIFFER FOOD PRODUCTS CO. 


Imported and Domestic Candies 
104 So. Mich. Ave.—Phones: State 3531-32 
CHICAGO 3, ILL. 
ARTHUR H. SCHMIDT CO. 


524 Rockefeller Building 
CLEVELAND 13, OHIO 





Terr.: Ohio. Member Nat'l. Conf. Salesmen 
Ass‘n. Buckeye Candy Club 


SOMMER & WALLER 
Manufacturers’ Representatives 
8336 Maryland Ave.—Vin. 7174 
CHICAGO 19, ILL. 
Serving Metropolitan Chicago 
Sales Area for 25 Years 


WARREN A. STOWELL 
& ASSOCIATE 


Phone TRiangle 1265 
7943 So. Marshfield Ave. 
CHICAGO 20, ILLINOIS 
Terr.: Chicago, Greater Chicago radius incl. 
Milwaukee, Wis. 


Cc. H. THOMPSON 
1421 Sigsbee St., S.E. 
GRAND RAPIDS 6, MICHIGAN 
Territory: Michigan only 





















vis. 
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East No. Central States (contd.) | West No. Central States (contd.) 





Mountain States ({contd.) 








WAHL BROKERAGE 


Manufacturers’ Representatives 
3813 N. Cramer St. 
MILWAUKEE 11, WISCONSIN 
Terr.: Mich., Ind., Ill., Wis., part of lowa 
and Minn. 


WALTERS & COMPANY 
Complete Brokerage Service 
31 East George Street 
INDIANAPOLIS 4, INDIANA 





O. W. TAYLOR BROKERAGE Co. 


(Resident Salesman in Colorado Springs) 
McGREGOR, IOWA 
Terr: Ia., Minn., Wisc., Nebr., Kans., Colo. 


N. VAN BRAMER SALES CO. 
3844 Huntington Ave. 
MINNEAPOLIS 16, MINNESOTA 
Territory: Minn., N. Dak., S. Dak., Ia., Neb. 
Coverage every six weeks. 
Resident salesman in Omaha, Nebr. 








East So. Central States 
FELIX D. BRIGHT 


Representative of Manufacturing Confectioners 
Phone 8-4097—P. O. Box 177 
A-Three Sterling Court 
NASHVILLE 2, TENN. 
Terr.: Ky., Tenn., Ala. 


CLAXTON BROTHERS 


Located in the center of the South 
Merchandise Brokers Bldg. 
MEMPHIS 3, TENNESSEE 
Reg. & thoro coverage of Tenn., Ark., La., 
Miss., and Ala. for over 25 years. 


. ‘L. FARRINGER 
1900 Cedar Lane, Phone 8-8470 
NASHVILLE 4, NESSEE 
Established 1924 

Terr.: Tenn., Ky., & W. Va 


KENTUCKY BROKERAGE co. 
271 South Hanover Ave. 
LEXINGTON, KENTUCKY 

Special Sales Agents in candies, chewing gum 
and allied lines. Banking references. 
Terr.: Ky., E. Tenn., part of Va. and W. Va. 

















J. A. YOUNGDOFF 


Specializing in conf. items adopted chain & 
volume buyers. 
1106 East 33rd Street 
KANSAS CITY 3, MISSOURI 
Terr.: Mo. except St. Louis, Ia., Nebr., Kan., 
Okla., Ark. 





West So. Central States 
H. L. BLACKWELL COMPANY 


Emery Way at Sunset Drive 
EL P AS 





Phone: Main 8253 
Terr.: Tex., N. Mex., and Ariz. 


J. J. BOND & COMPANY 
1840 Hill Crest—Phone 7-1800 
FORT WORTH 7, TEXAS 
Bsns Texas, Okla., & N. M. 


‘D. J. DUNCAN & SON 


Confectionery and Sundry Lines 
3336 Hanover Street 
DALLAS 5, TEXAS 
Terr.: Texas | and Oklahoma 








PICKRELL and CRAIG CO. 
Incorporated 
LOUISVILLE 2, KY. 
Also Offices and Warehouses at 
___ Middlesboro _and Lexington, ae 





P. O. Box 121, Crosstown Sta.—Phone 4-0175 
MPHIS 4, TENNESSEE 
Conf. Mfgrs. Agent in Ark., Miss.. La., & Ala. 


West No. Central States 


GEORGE BRYAN 
BROKERAGE Co. 


410 Walnut Biea. 
DES MOINES 39, IOWA 
Consistent and thorough coverage of whole- 
sale candy and tobacco, wholesale grocery, 
chain store trade in central, eastern Iowa. 


ELMER J. EDWARDS 
Candy Broker 
3933 Elliot Ave., So.—Phone Colfax 9452 
MINNEAP 7, MINN. 
Terr: Minn., N. & S. Dak.—Special attention 
given to Twin City trade. 


A. E. ERICKSON 
334 North First Street 
OLIS 1, MIINNESOTA 
Terr.: Minn., N. D., S. D., W. Wis. 
With Ludens, Inc. for 15 yrs. in same terr. 


GRIFFITHS SALES COMPANY 
707 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 
We specialize in candy and novelties. 
Terr.: Mo., Ill., and Kan. 


LEON K. HERZ 


1290 Grand Ave., Emerson 7309 
MINN. 




















Terr.: Eastern N. Dak., Minn., Western Wis. 


HUTCHINS BROKERAGE Co. 


218 Third Ave., N. 





MINNEAPOLIS 1, MINN. 
Terr.: Minneapolis and Adj. Terr. 





HYDE BROS. 
Candy Specialists 
P. O. Box 306, LINCOLN, NEBR. 
P. O. Box 1852, WICHITA, KANS. 
Terr.: Covering Missouri Valley over 30 yrs. 
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EASON BROKERAGE COMPANY 
Banking & Trade Reference 
P. O. Box 1872—Phone Britton 583 
OKLAHOMA CITY 1, OKLAHOM 
Terr.: N. M., So. Kansas, Panhandle Tex. 


JACK NICHOLS, JR. 
Candies-Confections 
Phones: Logan 6-1608, Justin 8-5842 
3115 Daniels Street 
DALLAS 5, TEXAS 
Terr.: Texas and Louisiana 


Mountain States 











E. G. ALDEN & COMPANY 
Box 5014 Term. Sta.—Phone Lakewood 599W 
DENVER 17, COLORADO 
John Alden traveling—Colo., Wyo., Mont., 
and Neb. 


REILLY ATKINSON & CO.., INC. 
Confectionery & Food Products 
SALT LAKE CITY.U.—BOISE, IDA. 
Terr: U. & Ida., with contiguous sections of 
adjoining states. 


CAMERON SALES COMPANY 
5701 E. 6th Ave.—Phone: Dexter 0881 
DENVER 7, COLORADO 
Terr: Colo., Wyo., Mont., Idaho, Utah 
and N. M. 











ELGGREN BROTHERS & CO. 
Established 1906 
P. O. Box 105—520 W. 2nd, So. 
SALT LAKE CITY 8, UTAH 
Complete coverage all jobbing trade Utah, 
Ida., Mont., W. Wyo., E. Nev. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS B GREAT FALLS 
(General Office) 

Territory: Montana & Northern Wyoming 
Established 1907 


J. M. RANKIN COMPANY 
P. O. Box ag Spruce 2912 
DENVER 1, COLORADO 
Terr.: Colo., Wyo., Black Hills of S. Dak., 
Western Kans., Northern N. Mex., W. Nebr. 











GEORGE L. TRACY CO. 
509 Metals Bank paacns 
BUTTE, MONT. 

409 Stapleton Building 
BILLINGS, MONTANA 
(Headquarters Great Falls) 
Regul ar coverage of N. Wyo. & Montana 





'. GEORGE L. TRACY co. 
813-814 First National Bank Building 
EAT FALLS, MONTANA 
(Headquarters) 
(Also offices in Butte and Billings) 
__ Concentrated coverage Mont. é N. Wyo. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 
DENVER 5, COLORADO 
Territory: Colo., Wyo., Utah, Idaho, Mont. 











Pacific States 





ACE CANDY SALES CO. 
(Div. of Western Food Products Co.) 
206% So. Rexford Drive 
BEVERLY HILLS, CALIFORNIA 


Solicit accounts for So Calif. 


GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 


Territory: State of California 


BELL SALES COMPANY | 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr.: Calif., Reno, Nev., Hawaiian Islands 











JOHN T. BOND & SON 
6587 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory Pacific Coast 
Our 25th Year in — and Food Field 


THE GOULEY BURCHAM Co. 
1848 E. Vernon Avenue 
LOS ANGELES 11, CALIFORNIA 
Terr: S. Calif.,Ariz., N. Mex., W. Tex., 
Offices: L.A., Phoenix, Tucson, El Paso, 
Albuquerque. 
CARTER & CARTER 
Confectionery Mfr's. Agents. Established 


with Industry since 1901. 
91 Connecticut St.—Phone: Main 7852 
SEA 








THE EDWARD yr. CERF CO. 
740-750 Post Street 
SAN FRANCISCO 9, CALIF. 
Specializing in candy and allied lines; 
Unexceptionable banking, other references. 





MALCOLM s. CLARK co. 
332 Virginia Ave. 
SAN FRANCISCO 10, CAL. 
923 E. Third St. 
LOS ANGELES 13, CAL. 
1238 N. W. Glisan 
PORTLAND, OREGON 
P. O. Box No. 176, Phoenix, Arizona 


J. RAY FRY & ASSOCIATES 
420 Market St.—Phone Garfield 7690 
FRANCISCO, CALIF 
Terr.: Calif., Ore., Wash., Mont., Ida., 
Utah Wyo., Nev., Ariz. 


CHARLES HANSHER 
416 West Eighth Street 
LOS ANGELES 14, CALIFORNIA 
Personal contacts with chains, jobbers, syndi- 
cates & dept. stores throughout Calif. 
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Pacific States (contd.) 





HARTLEY SALES COMPANY 


GEORGE W. HARTLEY 

742 S. W. Vista Avenue—Phone: ATwater 5800 
PORTLAND 5, OREGON 

Territory: Oregon, Washington & Idaho 


KESSLER BROTHERS 
Garfield 7354—Phones—YUkon 1095 
709 Mission Sireet 
SAN FRANCISCO 3, CALIF. 
Terr: 11 Western States, Army, Navy, Export. 
Wholesale, Jobbing, Retail. Offices: S. F., L. A 
Portland, Honolulu 





I. LIBERMAN 


Manufacturers’ Representative 
1705 Belmont Avenve 
SEATTLE 22, WASHINGTON 
Terr.: Wash., Ore., Mont., Ida., Utah, Wyo. 





R. C. MEAD COMPANY 


1807 E. Olympic Boulevard 
LOS ANGELES 21, CALIFORNIA 


Coverage—-Pacific Coast States 


RALPH L. MUTZ COMPANY 
Ralph and Jim Mutz 
608—1léth St. 

OAKLAND 12, CALIF. 
Concentrating on Northern Calif 


ROBERT E. THYR COMPANY 
Confectionery & Allied Lines 
200 Davis St.—Phone Douglas 8590 
SAN FRANCISCO 11, CALIFORNIA 
Terr Salif., Nev., & Hawaiian Islands 





HARRY N. NELSON Co. 
112 Market Street 
SAN FRANCISCO 11, CALIF. 
Established 1906. Sell Wholesale Trade O 
Terr.: Eleven Western States 


JACK SINGER & COMPANY 
1680 No. Sycamore Avenue 
LOS ANGELES, CALIFORNIA 
Solicit Accounts for Cal., Ore & \ Wasi 
Specialty work in above territor 





GEORGE R. STEVENSON CO. 
302 Terminal Sales Building 
SEATTLE, WASH. 

Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area 





L. J. THOMPSON 

1238 N. W. Gilsan Street 

PORTLAND 93, OREGON 
Terr.: Ore., Wash., W. Idaho 








JERRY W. TURMELL COMPANY 
4127 Crisp Canyon Rd.—State 44713 

SHERMAN OAKS, CALIFORNIA 

(20 minutes from Los Angeles) 

: f., Associates at Hawaii, Philippi: 

and China. Established since 1932 


RALPH W. UNGER 

923 East 3rd Street—Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 

Ter: Salif., Ariz., N. Mex., West. Tex. 


ROGER S. WATSON CO. 
Phone: AXminster I-2810 
} S. Western Ave. & 1205 N. Highland 
LOS ANGELES 38, CALIF. 
Terr.: Calif. Another line required. 
competitive with present lines. 


WITTENBERG-ROSS 
¢4 California St.—Phone: Exbrook 7973 
SAN FRANCISCO 11, CALIFORNIA 
315 West Ninth St.—Phone: Trinit Oa 
LOS ANGELES 15, CALIFOR 
Terr.: Calif., Ore., Wash., Hawaii 4 = 
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CLEARING HOUSE 















RATES: Line 35c (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 











SALES REPRESENTATIVES WANTED 


SALES LINES WANTED (Contd.) 


HELP WANTED 





Candy Distributors! Increase 

your income daily from $5 to 
20 with sideline of O’Kasion 
Remembrance cards for box can- 
dy trade. Particulars from O’Ka- 
sions Exclusive, Box 17, Sta. E, 
Buffalo, N. Y. 





SALES LINES WANTED 








MANUFACTURERS 


Are you looking for salesmen 
to represent you for the coming 
year? We can put you in touch 
with experienced men covering 
practically all the United States 
Correspondence invited. 
Western Confectionery Sales- 
men’s Association, 
Walter Rau, Sec’y-Treas. 
36 E. Highland Ave. 
Villa Park, Il. 














Our hard candy and potato chip 

factories will start operations 
in May. Sinée we will have our 
own sales organization we are in- 
terested in the distribution of kin- 
dred lines for this Island. CA- 
RIBBEAN INDUSTRIES, 
INC., BOX 1946, SAN JUAN, P. 
RICO. 
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Candy and Allied Lines—After 

16 years with Luden’s, Inc., 
have resigned and entered brok- 
erage business. Interested in 
candy and allied lines for Florida, 
Georgia, Alabama. T. H. Hubert, 
c/o Hubert Brokerage Co., P. O. 
Box 149, Atlanta 1, Ga. 


Manufacturers’ honest. efficient 
representation. Confections and 
kindred lines. Tennessee and 
Kentucky. Twenty-five years ex- 
perience. J. Taylor Goodwin, P. 
O. Box 201, Chattanooga 1, Tenn. 


POSITIONS WANTED 


A-1 Chocolate Coating Salesman 

Executive Type, outstanding 
record; excellent following 
among all users of coatings, li- 
quors, cocoa, cocoa butter, in Chi- 
cago and Middle West. 17 years 
one firm. Best of references. Ad- 
dress E-5461, c/o The Manufac- 
turing Confectioner, 400 W. Mad- 
ison St., Chicago 6, IIl. 


JOHN I. THOMPSON & CO. 


Consulting Engineers for the Food 
Industries 





, 











Plant & Management Engineering 
Rearrangement & Simplification 
Layout & Design—Quality Control 
Handling—Incentives 


921 17th St., N.W., Washington, D. C. 

















Superintendent--Candy. Progres- 
sive and rapidly growing East- 
ern manufacturer desires quali- 
fied, practical Superintendent 
with general line or bar goods ex- 
perience. Must be production 
minded, know candy making 
thoroughly, and be able to handle 
help. Excellent opportunity with 
unusual future for right man 
State full experience and salary 
desired. Executives in our orga- 
nization know of this ad. Address 
E-5466, c/o The Manufacturing 
Confectioner, 400 W. Madison St., 
Chicago 6, IIl. 
Foreman—Practical Candy Mak- 
er for plant in Atlanta, Ga., spe- 
cializing on bulk candy for 5 and 
iO0e stores. Annual production 
now approximates 2% million 
pounds. Good opportunity for 
right man knowing formulas, 
equipment and production meth- 
ods for peanut items, hard can- 
dies, fudges, coconut, nougats, 
kisses and iced goods. Write full 
details of experience, age and 
salary expected. All correspond- 
ence strictly confidential. Address 
F.-5467, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St.. Chicago 6, ITI. 
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AVAILABLE DIRECT FROM 
OUR STOCK OF OVER 


9,000 MODERN MACHINES 


For a Sound Investment... Write or Wire Your Requirements Collect 


a 











Gaebel Continuous Automatic Plastic Hard Candy Outfit 


Lynch Wrap-O-Matic with Electric Eye and 


Card Magazine, automatic feed for plac- 


ing cards (which are under the product) 


in the pockets of the machine. 





Neti 1 Equip + 24° Enrober 





Rost Continuous Cooker complete with 
pre-melting kettle, motor driven. 


Savage Mixer, 50 gal. cap. 

Hildreth, Motor Driven Candy Puller. 
York, 6 Foot Batch Roller. 

Savage, Circular Caramel Cutter. 


Savage Oval Type Marshmallow Beater, 110 
gal. cap. 


Day Dough Mixer, water jacketed, motor 
driven. 


Bun Box Tying Machine. 
1'/2"" Bronze Chocolate Pump. 
Type A Automatic Scotch Tape Box Sealer. 


Hansella Automatic Batch Roller. 


WE PAY MORE FOR YOUR USED MACHINERY 


Realize high cash prices for surplus equipment! Whether it be a machine, de- 
partment or complete plant. WRITE OR WIRE US COLLECT, giving details so 
that we can promptly submit a substantial cash offer. 


UNION STANDARD EQUIPMENT CO. 


NEW YORK 12,N. Y ° fell i-me-Velela:t +3 ‘““Confecmach 


318-322 Lafayette Street . 


for May, 1946 





Racine Model M Die Pop Machine 





page 75 

















































































CLEARING HOUSE 


THE MANUFACTURING CONFECTIONER’S 























RATES: Line 35¢ (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 











HELP WANTED (Contd.) 


HELP WANTED ( Contd.) 





Wanted—Young man or woman 

with high quality candy mak- 
ing experience. Great opportun- 
ity for someone with an eye to 
the future. Apply in writing to 
Sidenberg, 1529 10th St. South, 
Fargo, N. Dak. 


Candy Maker who can produce 
high quality chocolates, coun- 
ter goods and complete retail line. 
Should be capable of assuming 
full charge of production in grow- 
ing plant employing twelve peo- 
ple making candy for own retail 
stores. Located in Washington, 
D. C. area. Must be experienced, 
quality conscious, and able to 
mechanize operations as machin- 
ery can be purchased. Pleasant 
working conditions, vacations, 
permanent place and an excellent 
opportunity for a good man. 
Please give age, approximate 
salary desired, and details of pre- 
vious experience and employment 
in letter. Address E-54610, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
ll. 
Rapidly growing Texas company 
desires services of craftsman as 
combination superintendent-can- 
dymaker of factory unit. We al- 
ready have two very successful 
stores operating on retail basis 
and intend to open several more. 
Preparing to move to our new 
factory now. Will consider appli- 
cations only from sober, married 
man with experience in retail 
manufacturing of caramels, divin- 
ities, fudges, jellies, chocolates 
and hard candies. Advise in first 
letter age, experience, salary ex- 
pected and three references and 
interview will be arranged for 
most acceptable applicant. Ad- 
dress D-4463, c/o The Manufac- 
turing Confectioner, 400 W. Mad- 
ison St., Chicago 6, IIl. 
Help Wanted: Candy maker to 
take charge of small plant man- 
ufacturing short line of retail 
candy. Opportunity for right 
man, position open June Ist. Give 
experience and reference. Address 
D-4465, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Il. 
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Candy Maker foreman for me- 

dium sized factory capable of 
producing full line best quality 
chocolate assortments and Euro- 
pean type specialties. Excellent 
pay and opportunity for experi- 
enced, all around expert on fine 
centers, creams, caramels, etc. 
Apply with full details and salary 
required to Altman & Kuhne 
Corporation, 700 Fifth Ave., New 
York City. 





Wanted-Superintendent. A splen- 

did opportunity for man with 
full knowledge of retail candy 
making to take full charge of pro- 
duction for reliable and estab- 
lished retail organization manu- 
facturing in several cities. Good 
salary. In reply please state full 
particulars, including experience, 
previous employment, age, mari- 
tal status. All correspondence 
treated confidentially. Address E- 
5465, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Il. 





‘MACHINERY WANTED 





Wanted to Buy, for cash, Model 

B Transwrap packaging ma- 
chine. School House Candy Co., 
296 Charles Street, Providence, 
m4. 














WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 


URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
auote prices. 






THE KEY TO SAVING TIME AND MONEY 


* b e)} : ’ T 
rr *, 
PRODUCTS COMPANY, Inc. 
NEW YORK 7, N. Y. 








15-21 PARK ROW 











Wanted—Pop Corn equipment. 

Give full description and price. 
H. C. Spicer, 811 E. 22nd St., Bal- 
timore 18, Md. 





MACHINERY WANTED (Contd.) 





Machinery Wanted—3 16” Na- 

tional Equipment tunnels and 4 
500-Ib, National Equipment choc- 
olate kettles. Write full particu- 
lars to H. Scheib, care Cottage 
Donuts, 601 W. 26th St., New 
York City. 





Wanted—a Baker Shaw contin- 

uous candy cooker. This ma- 
chine does not use a vacuum. 
Write Ranger Joe, Inc., Chester, 
Pa. 





I WANT TO BUY—LEH- 
MANN #212M, 3 ROLLER 
VERTICAL REFINER. 
WRITE GIVING PRICE, CON- 
DITION, AND WHERE MaA- 
CHINE CAN BE SEEN. Ad- 
dress D-4464, c/o The Manufac- 
turing Confectioner, 400 W. 
Madison St., Chicago 6, IIl. 


MACHINERY FOR SALE 


For Sale: Candy Machinery: 
Candy racks, Thermometers, 
kettles, 1,000 green cases & quart 
baskets for kisses, trucks, etc. 
3urt Talcott, Phoenix. N. Y. 


For Sale: One 24” Baker-Perkins 

Chocolate Enrober Unit, com- 
plete, consisting of motors. One 
12’ feed table with shaker bars 
and hopper. One 24” chocolate 
bottomer. One 21’ cooled cold 
table. One 88 Economy Lustre 
cold brine cooled cold tunnel. 
One 24 packing table. Price 
$5,000 cash, net F.O.B. Milwau- 
kee, Wis. Apply Robert A. John- 
ston Company, 4023 West Na- 
tional Avenue, Milwaukee 1, Wis- 
consin. 














For Sale: Two 5’ and one 3’ Day- 

ton cream beaters in perfect 
condition. Now operating in our 
Chicago plant. Fannie May Co., 
1137 W. Jackson Blvd., Chicago, 
Ill. 


Two Werner Syrup Coolers. All 

copper with Jacolucci cream 
beaters. In excellent condition. 
Price on request. FREDERICK 
W. HUBER, INC., 268 W. 
Broadway, New York 13, N. Y. 
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CLEARING HOUSE 


THE MANUFACTURING CONFECTIONER’S 















RATES: Line 35c (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 








MACHINERY FOR SALE (Contd.) 


} 





PLANTS WANTED 


MISCELLANEOUS (Contd.) 





Two .Hobart Mixers, 80 Quart 

One Steam Kettle, 75 Gallon, 
Single Agitator. Address E-5468, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, Ill. 





1. Racine Sucker, Louis Allis mo- 
tor, 1 H.P., 220-60 cycle motor. 
2. Kihlgren Stringer, size 16”, for 
16” enrober belt, National Equip- 
ment make. 3. Kihlgren Stringer, 
size 24”, for Enrober Belt, Na- 
tional Equipment make. 4. Re- 
built Peanut Blancher, No motor, 
belt drive, Machine No. 5707. 5. 
National Equipment Conge, 4 
pots, 350% capacity each, belt 
drive. 6. #7 Sweetland Filter, 25” 
inside diameter, 82” inside length, 
equipped with 27 steel leaves on 
3” centers, having a filtering area 
of 177 square feet, minus pump 
and motor. 7. Savage Sizing ma- 
chine, Westinghouse, Motor No. 
3420041, Motor RPM 1725 Motor 
H.P. %. Address E-5463, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, II. 





For Sale: One Heatsealing Ma- 

chine, A. C. 110 Volts, Prac- 
tically new. Address C-3463, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
Ill. 





For Sale: National Equipment 

16” enrober including bottom- 
er, automatic feeder, tunnel and 
stringing machine. Now oper- 
ating in our plant. Archibald 
Candy Corp., 1137 W. Jackson 
Blvd., Chicago 7, Ill. 





Conveying Tables, bag and box 

pilers. Immediate shipment. 
sonded Scale Company, 45 Bell- 
view, Columbus, Ohio. 





For Sale: National Equipment 

16” enrober in perfect condi- 
tion. Address inquiries to Comet 
Candies, 234 Chestnut St., Brook- 
lyn 8, N. Y. 


for May, 1946 





Wanted Manufacturing candy 
business with equipment in or 
near Chicago. Sugar quota op- 
tional. Address E-5464, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, III. 


RAW MATERIALS LINES WANTED 


SALES SPECIALISTS (NOT 
BROKERS) BUT A HIGH- 
LY TRAINED ORGANIZA- 
TION OF SPECIALTY 
SALESMEN AND DEMON- 
STRATORS CAPABLE OF 
PROVING PRODUCTS IN AC- 
TUAL PRODUCTION 
BATCHES, CALLING ON ICE 
CREAM, CONFECTIONERY, 
AND BAKING TRADE 
THROUGHOUT NEW ENG- 
LAND, NEW YORK, NEW 
JERSEY, PENNSYLVANIA, 
DELAWARE, MARYLAND, 
AND WASHINGTON, D. C., 
DESIRE THE REPRESENTA- 
TION OF A _ PRINCIPAL 
MANFACTURER PRODUC- 
ING QUALITY RAW MATER- 
IALS. OUR 26 YEARS’ EX- 
PERIENCE SELLING AND 
SERVICING THESE INDUS- 
RIES ENABLE US TO PRO- 
IDE FORMULAE TO THE 
RADE AND RENDER THE 
PRINCIPAL AN INVALU- 
ABLE SERVICE WHICH 
PRODUCES RESULTS.  Ad- 
dress E-5462, c/o The Manufac- 
turing Confectioner, 400 W. 
Madison St., Chicago 6, III. 


PLANTS FOR SALE 


Complete small wholesale plant 
and supplies including choco- 
late, glucose, sugars at inventory 
about $5,500 with terms. Unlim- 
ited sugar if operated this loca- 
tion or can be moved for cash 
price. Sale to settle estate. Ad- 
dress E-5469, c/o The Manufac- 
turing Confectioner, 400 W. Mad- 
ison St., Chicago 6, Ill. 
MISCELLANEOUS 
Surplus Menthol Crystals, 65 
pounds, @ $3.50 per pound. Ra- 
cine depositor, $150, F. O. B. 
Louisville, Ky. H, C. Wolff, 213 
So. First St. 
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We offer $15.00 for a copy of 

Matthew Berman’s “The How 
and Why of Candy Making”. Ad- 
dress C-3468, c/o The Manufac- 
turing Confectioner, 400 W. Mad- 
ison St., Chicago 6, Ill. 








WE BUY & SELL 


ODD LOTS + OVER RUNS « SURPLUS 








SHEETS*ROLLS*SHREDDINGS 
Cellorkane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Tying Ribbons-Al! Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 
2902 So. Michigan Ave., Chicago 16, Ill. 














Fondant, Sugar Icing, or Casting 

Cream Wanted. \Vill pay cash 
for any quantity of high sugar 
content. Send sample. formula 
and quotations to A. G. Smith, 
512 Locust Street, St. Louis, Mis- 
souri. 








“THIS IS NO TIME 
TO RETIRE...” 


Just because governmental restrictions 
on steel products, help, and other items 
have been removed it does not mean 
that all these things are immediately 
available. Study the classified adver- 
tisements for the things that you need 
and in turn, sell the items you have 
but do not want to others through the 
classified columns of The Manufactur- 
ing Confectioner. Every sale of unused 
equipment that you make means extra 
profit to you. Send your classifieds in 
at once for quick results. 


RATES: 


Line 35c (Bold Face 70c) Display— 
Col. In. 1 time $6.00; 2 or more $5.90. 


The 


Manufacturing Confectioner 


Telephone Franklin 6369 
400 W. Madison, Chicago 6, Ill. 
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“Confectionately Yours...” 
A dignified but curious Massachu- 


setts matron saw a line of 
youngsters outside a small neighbor- 
hood store. It can’t be nylons, she 
thought, but she felt she'd better 
just make sure. So she scurried 
over to the line, only to be met with 
a dozen hostile stares. “Hey, lady,” 
piped up one urchin, “no fair you 
grown-ups crashin’ in — this is 
a bubble-gum line!”—This Week. 
Sweet enough to eat is the new 
hat recently sported by Gail Patrick, 
movie star, for the Spring season. 
The open crown is filled with a selec- 
tion of delicious chocolates. The 
trick is to compliment the movie 
actress on her ingenious headpiece, 
then . . . when she modestly lowers 
her eyes . . . quickly take your pick. 
The candy creation was modeled at 
Hollywood's “Fashionations of 


1946”, presented by ladies of the 
press.—Chicago Times. 


Huntington, W. Va.—Whatever is 
said about the flour situation being 
normal, it is evident that one miller 
still considers it all “fouled up”. 
“Snafu”, the Army term of general 
confusion, is the brand name of the 
new 80 per cent extraction flour be- 
ing marketed by Gwinn Brothers & 
Co. Each package of flour bears the 
name “Snafu”, with a notation that 
the flour was milled in accordance 
with the provisions of War Food Or- 
der No. 144.—Food Field Reporter. 
(Could it be possible that other in- 
dustries are having troubles, too? 

-Ed.) 

Washington, D. C., (AP) —Among 
other items, it is going to take 70,000 
candy bars and 30,000 packages of 
cigarets a day to test the atom bomb 
against warships. The candy and 
cigarets appeared in a list of items 
which the joint Army-Navy task force 
will have to supply in the biggest 
logistics problem since the war's 
end.—New York World-Telegram. 

Do you remember “way back 
when”: We bought chocolate-coated, 
pig-headed suckers on sweetwood 
sticks for a penny and chewed the 
sticks for hours after the candy was 
gone?—-( Wake of the News) —Chi- 
cago Tribune. 

Caldwell, Idaho.—(UP)—A _ po- 
lice officer gave a housewife a ticket 
for running through a stop sign. She 
explained that she was hurrying be- 
cause a local store had some syrup 
for sale, but she went to the police 
station, deposited a $3.00 bond, 
parked her car, went back to the 
store . . . and met the police officer 
coming out with a bottle of syrup 
under his arm!—Chicago Daily News. 
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Wren you think of protection, think of Sylvania Cel- 
lophane. For this versatile packaging material is more 
than an attractive wrap. Its important functional quali- 
ties make it indispensable protection for perishable 
products such as every type of tobacco, confectionery, 
baked goods or frozen foods. Sylvania Cellophane is air-, 
dust- and moisture-proof... assures retention of flavor, 
freshness and aroma. 

AND DON’T FORGET, Sylvania is an improved cel- 
lophane. Today it offers even better protection than 
ever before to an extensive list of packaged products. 


Made only by SYLVANIA INDUSTRIAL Corporation 


Manufacturers of cellophane and other cellulose products since 1929 

























General Sales Office: 122 E. 42nd St., New York 17,N.Y. * Plant and Principal Office: Fredericksburg, Va. Reg. Trade Mart: 
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7 
fy EVER until now has it been possible to cool 
chocolate-coated goods in a straight-through tun- 
nel under such scientifically perfect conditions. This 
new Greer Hi-Gloss Cooling Tunnel is a major 
postwar achievement for Greer Engineers— growing 
out of the tremendous wartime lessons learned in 
the use of new materials, new research and manufac- 
turing methods, and new creative thinking in design. 

The new Hi-Gloss Cooling Tunnel is well named. 
It produces mass-consumption chocolate-coated 
bars or biscuits—or best quality chocolates —that 
have higher gloss with longer shelf life. 

Primarily because of two unique Greer features, 


wow GREER 
ENGINEERING 


ae PRESENTS 


Al AIR-CONTROLLED HI- GLOSS 
‘COOLING TUNNEL 


WITH SECTIONAL STEEL BELT 


TA Ra ea. 


this is possible. First, because the Hi-Gloss Tunnel 
assures balanced air control: the right temperature 
air at the right place at the right time. Second, be- 
cause the sectional steel belt absorbs heat quickly, 
cooling the bottoms with unequaled speed. 

The Greer Hi-Gloss Cooling Tunnel also com- 
bines automatic self-cleaning with low maintenance. 
Chocolate experts declare it to be one of the most 
effective machines ever designed for the confection- 
ery and bakery trades. ... For free, complete in- 
formation on the new Greer Hi-Gloss Cooling 
Tunnel, write today to J. W. Greer Company, Dept. 
M-5, 119 Windsor St., Cambridge 39, Mass. 
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